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EXECUTIVE SUMMARY 
Euphoria Wake Park is a cable wake boarding company that plans to bring the first full scale 
cable park to New Zealand. The company is currently in the planning and development stage. 
The company consists of two main stakeholders Todd Rabbitt (current MEM student) and Matt 
Bowie (property valuation – Colliers International). 
The concept of cable parks has been around since the 1960’s since then they have been adopted 
as one of the best methods for wakeboarding. The popularity of cable wakeboarding has 
dramatically increased over the past few decades and there are now over 400 parks worldwide. 
At this point in time there are only two small scale parks in New Zealand, Euphoria Wake Park 
aims to be the first full size cane Park in the country. 
The purpose of this project is to perform a market validation and create a business plan for the 
company. In the market validation stage it was found that there is a need/want for a cable park 
as cable wakeboarding removes the barriers to entry of traditional wakeboarding by offering a 
cheaper, more accessible method of wakeboarding. Also as Euphoria Wake Park aims to run 
lessons as a source of revenue, the barrier of inexperience is also eliminated. An in-depth report 
of the market validation process can be found in Appendix A. 
During the market validation process it was found that the financial requirements far exceeded 
the budget of the current stakeholders. This meant that the business plan that was created was 
made with potential investor in mind. The business plan that will assist in the pursuit of 
external investment is shown in Appendix B.  
The future areas of concern for the company are; obtaining resource consent, financials and 
obtaining a sustainable competitive advantage. Appendix C gives a detailed overview of the 
company’s future strategy. 
To help manage the project it was broken down into a number of subsections as shown in table 
1. 
TABLE 1 - SUBSECTION OVERVIEW 
# Main Project Area Sub-Section Description 
1 Company Logistics Initial Research Research the potential of the park as a 
whole. Research the business world 
and how to approach starting a new 
business. 
2  Product Choice Determined whether or not to design 
and build the cable system of purchase 
from a manufacturer 
3 Market Validation Customer Analysis Identify the target market. Analyse 
their needs, wants and barriers to 
traditional wakeboarding. Also 
determine overall interest in the park 
4  Competitor Analysis Identify potential competitor and 
analyse their potential effect on the 
business 
5  Financial Analysis Investigate the start-up costs, 
operational costs and potential profit of 
the business to determine feasibility 
with the current stakeholder financial 
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position 
6 Business Planning Financial Analysis 
(extended) 
Analyse the financial to determine the 
viability of an extended period. 
Generate important financial 
information to present to potential 
investors. 
  Risk Mitigation Identify the potential risks to the 
company prior to, during and after the 
implementation of the business 
7  Implementation Planning Adopt an appropriate implementation 
plan for the business with all prior 
aspects considered 
8  Operational Planning Investigate and plan how the business 
will run when operating. 
 
Table 1 shows the subsections of the project that were determined to be the most important 
research areas for the business. As the market validation progressed and it was determined that 
external investment would be required to proceed with the venture. This meant that the 
financial analysis and market information become the most important while the 
implementation and operational plans become more or less irrelevant.  
Overall because of this project Euphoria Wake Park is in a much better position and will now be 
able to continue with the pursuit of this venture with direction and validation.  
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1.0 INTRODUCTION 
The purpose of this project was to analyse the potential to start a full scale cable wakeboarding 
park in New Zealand and create a comprehensive business plan to assist the two stakeholders of 
Euphoria Wake Park, Matthew Bowie and Todd Rabbitt. At this point in time there are a number 
of fully functional and viable cable parks around the world, yet the idea has not made it to New 
Zealand’s shores. Cable parks eliminate the need for boats and equipment allowing a much 
greater audience to participant in water based sports.  
This project has been broken into two sections; market validation and business planning. The 
market validation of such a venture is essential to the success of the company. Within New 
Zealand the most viable option for a venture of this scale is Auckland. This is mostly due to the 
sheer size and economic strength of the city. It was identified very early in the planning stages 
that the potential location of the park could change at any one time. To mitigate the risk within 
the market validation all quantitative results were analysed in a pessimistic manner in order to 
represent a smaller potential market.  
Preparing a complete business plan can take a number of years and through the process a 
number of changes may have to be made to the direction of the company and how the business 
operates. The overall intension of this report is to have a comprehensive and in-depth business 
plan that can be worked on throughout the planning and implementation of the business. In 
order to seek capital for a project such as this requires considered thought in a number of areas, 
these included; financial analyses, operational and implementation planning and risk 
management. Analysis of these areas makes up the majority of the business plan.  
The main responsibilities for Todd Rabbitt included the following; 
 Analysing the market potential for business 
 Creating a comprehensive business plan 
 Develop a feasible strategy for the current stakeholders 
There are a number of issues that the company face at this point in time. The main area of 
concern is the finances. Euphoria Wake Park has a budget of $5,000 in-order to complete 
market research and business planning as well as putting the company in a position to be 
invested in. The market validation is there to show the potential for the park to start in New 
Zealand and give the stakeholders a better understanding of their potential to start the park. 
The business plan has been created to market to potential investors. Gaining external investors 
is essential to the business as without investment the business will become stagnant.  
Euphoria Wake Park’s overall goal is to introduce one of the first full scale cable wakeboarding 
parks in New Zealand. At this point in time Euphoria Wake Park is not in operation, over the 
past 7 months the potential to start this company has been investigated and analysed. Appendix 
A gives a market validation report on the potential of the business. Appendix B and appendix C 
give the business plan for the business and a strategic plan for the current stakeholders as to 
how they should proceed in the long term. 
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2.0 BACKGROUND 
2.1 WAKE BOARDING 
Wakeboarding first originated in the late 1980’s shortly after the invention of snowboarding 
(Wake.co.nz, 2010). Since the 80’s the sport has grown and developed in its complexities. When 
the sport started it consisted of a simple board design that had no bindings. Since then the 
boards have become far more complex which allows for more trick ability, speed and mobility.  
There are currently two main methods of wakeboarding, the traditional, boat towed method 
and cable parks. The traditional method of wakeboarding has been a more common method for 
many years but as the number of cable parks grows this is beginning to change. 
The first cable system was built in 1962, 20 years before the invention of the wakeboard. The 
original use for cable parks was for water-skiers but since then the wakeboarding community 
has taken over (Cable-wakeboarding, 2012). Cable systems have many advantages that effect 
wakeboarders of all ages and skill levels. Cable parks give the opportunity for beginners to try 
out the sport without committing a great amount of money to go towards the likes of a boat and 
equipment. Majority of cable parks around the world offer lessons to new comers not only to 
make money but to contribute to the growth of the sport. Cable parks also facilitate for 
professional or highly skilled wakeboarders. Cable systems are set at a constant speed allowing 
for consistency in tricks also having a number of obstacles increases the trick variety.  
The growth in the number of cable parks over the past 30 years has increased at an exponential 
rate, now there is a total of approximately 400 parks around the world. The International 
Water-ski and Wakeboard Federation (IWWF) have predicted that this growth will continue 
into the future. At this point in time the IWWF are tendering for cable wakeboarding to be a part 
of the 2020 Olympic Games (IWWF, 2012). If their tender were to be accepted the sport would 
grow far beyond exception and so would the number of cable parks. 
Since the creation of wakeboarding the concept has remained the same but the method and the 
ability to increase the sport has dramatically increased.  
2.2 NEW ZEALAND AND CABLE WAKEBOARDING 
New Zealander’s were some of the first to ever experience the phenomenon of wakeboarding 
yet as of 2012 there are only two cable systems in the country. Both of these cables are on a very 
small scale and can only cater for small groups at a time. Wake Park NZ is based approximately 
1 hour south of Christchurch. Wake Park NZ consists of a single line that is approximately 200m 
long.  Ruakaka Wake Park is located approximately 1.5 hour north of Auckland and consists of a 
single line that is approximately 150m long. Both of these parks are located reasonably far from 
any main centre and are made up of single lines.  
Internationally the majority of cable parks are 5-7 pylon systems (loop systems), these can hold 
around 8 people per round. This means that a greater number of people can go through the park 
in any one day. Although there are none in New Zealand at the moment there are a number in 
the planning/funding stage and a few others are currently rumoured. Table 1 gives an overview 
of the potential full scale parks in New Zealand. 
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TABLE 2 - POTENTIAL FULL SCALE PARKS 
# Location Status Source 
1 Wellington/Porirua Resource consent process (Dando, 2012) 
2 Napier Planning (Joyce, 2012) 
3 Christchurch Rumoured  
4 Hampton Downs (south of Auckland) Rumoured  
5 Auckland Rumoured  
  
2.3 EUPHORIA WAKE PARK 
Euphoria Wake Park was first formed in May, 2012 with the idea to start one of the first full 
scale cable parks in New Zealand. Euphoria Wake Park won the ‘Most Improved Venture’ in the 
2012 UC Entre 75k challenge. Winning this brought a budget of $5,000 to contribute to the 
research and planning stage of the company with the full intention of starting the company. 
The company consists of: 
- Todd Rabbitt – Co-founder of Euphoria Wake Park. Todd completed his degree in 
Electrical Engineering (BE(Hons)) at the University of Canterbury in 2011 and 
started a Master of Engineering Management (MEM) in 2012.  
- Matthew Bowie – Co-founder of Euphoria Wake Park. Matt completed his Bachelor 
of Commerce in Valuation and property at Lincoln University in 2010 and currently 
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3.0 PROJECT PLAN FORMULATION 
3.1 PROJECT BACKGROUND 
The initial idea to start a cable park was first thought up by Matt Bowie early in 2012. From 
there Matt approached Todd Rabbitt who was in the early stages of a Masters in Engineering 
Management (MEM). As the MEM course entailed a number of elements that would help the 
company progress (specifically; finance, accounting, business planning and project 
management), Todd was brought on to assist Matt with the research and planning of the 
company. As starting a business requires a significant amount of time and effort, it was 
established that it would be beneficial for the planning of Euphoria Wake Park to become Todd’s 
final MEM project. 
3.2 CURRENT FINANCIAL POSITION 
This project was started with no financial backing except for the personal saving of the two 
stakeholders to cover minor cost. 
Euphoria Wake Park entered the University of Canterbury 2012 Entre 75k competition with the 
hope of taking away $20,000 as well as a number of other packages that could benefit the 
implementation of the business. The team took the ‘Most Improve Venture’ prize. This gave the 
company $5,000 cash as well as $1,000 of flights to contribute to the company. 
This gave the business a small budget to work with in the research and planning stages. Also 
having access to flights made it easy for the stakeholders to travel when required for any further 
research. 
It was identified very early in the project that the budget of the stakeholders would only be big 
enough to cover planning but would not be sufficient to cover the costs associated with starting 
the business. Consequently Euphoria Wake Park must aim to find external investors who will 
fund the start-up costs of the business. 
3.3 PLAN 
In-order to make the project manageable it was broken down into a number of sub-sections. 
This involved breaking up the market validation and business planning, table 3 gives the 
breakdown of sub-sections (the following list is not in chronological order). 
TABLE 3 - PROJECT SUBSECTIONS 
# Main Project Area Sub-Section 
1 Company Logistics Initial Research 
2  Product Choice 
3 Market Validation Customer Analysis 
4  Competitor Analysis 
5  Financial Analysis 
6 Business Planning Risk Mitigation 
7  Implementation Planning 
8  Operational Planning 
9 Companies Future Planning 
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4.0 PROJECT IMPLEMENTATION 
4.1 COMPANY LOGISTICS 
In the very beginning of the project there was merely the idea of starting a cable wake boarding 
park. To get an initial idea of whether or not there would be a possibility of starting a cable park, 
initial research and system research was conducted. 
4.1.1 INITIAL RESEARCH 
Initial Interviews 
The purpose of the initial research was to establish the overall possibility of starting a cable 
park. A very hands-on approach was used for this part of the project. This involved several 
interviews with business people from around Christchurch. The overall objectives of these 
interviews were as follows; 
1. Identify main obstacles and problems a start-up business can face. 
2. Identify key areas for success in business start-ups. 
3. Take advantage of business experts to improve the current knowledge of 
stakeholders, 
4. Gain overall feedback on the project 
The following people were interviewed during the initial research of the project; 
 Mike Inder – Owner, M Inc. Ltd. (Inder, 2012) 
 Rob Miller (Miller, 2012 ) 
 Patrick Rottiers – Managing Director, PROconsulting International Ltd. (Rottiers, 2012) 
 Trevor Johnston – Executive and Business Coach (Johnston, 2012) 
An overview of feedback from the interviewees can be found below in table 4. 
TABLE 4 - INITIAL RESEARCH INTERVIEWS 
Objective Mike Inder Rob Miller Patrick Rottiers Trevor Johnston 
1. Financial problems 
can quickly end a 
business. Ensure 
that customers 








and safety issues. 
Know the 
competition and 
operations that may 
enter the market. 







(local iwi and 
council). 





focus groups to gain 
customer 
knowledge. 









as the biggest 
problem 
Stated that market 
is irrelevant due to 
the nature of the 
project. 
Strong advice 
around pitching and 
how to react for 
different audiences. 
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These interviews gave an overview of the most important things to look out for in the area of 
business. This opportunity was organised by the Entre 2012 team. To gain more out of 
opportunity like this in the future it is essential to keep contact with the industry professionals. 
Talking to them further into the development of the company would have given the opportunity 
for more sound and constructive advice. This would have also been a strong opportunity to gain 
an experienced business mentor that could have continued to help with the business. 
Auckland Trip 
After receiving flights from the Entre 75k challenge, the two stakeholders planned to travel to 
Auckland in order to research potential locations as well as talk to local consultants regarding 
the resource consent process. A number of interviews and meeting were organised. 
Unfortunately, the meeting regarding resource consent fell through the day before the trip. This 
meant that the only success from the trip was the chance to have a better look at the potential 
locations of the park. 
In the future it would be very beneficial to have a number of meetings arranged with different 
consultancies; this would reduce the risk that they would all cancel. Doing this would have made 
the Auckland trip far more beneficial but seeing the sites first hand gave a better understanding 
of the potential locations as opposed to Google maps.  
4.1.2 PRODUCT CHOICE 
Early in the planning stages of the company, the stakeholders were presented with two 
potential methods of how the park equipment was to be manufactured; 
1. Design and build personally, 
2. Pay for a pre-designed and proven product. 
As the team had access to the University of Canterbury’s 3rd Mechanical Engineering final 
project program to the design and build of the system, option 1 was seen as the best. Financially 
having somebody design and build the system would be significantly cheaper, but there were a 
number of flaws. The major flaws of having the system designed through the program were as 
follows; 
 Product may not work to specifications 
 Product may not get completed 
 Uncertified engineering (require further engineering by professional at a cost) 
 The system would have to be self-maintainable 
A considerable amount of time was put in to this before it was deemed unfeasible. Buying a 
proven system from a cable manufacturer (Rixen Cable Ways) would significantly increase the 
price (by $NZ 320,000.00), but it fitted the companies needs of reliability and access to spare 
parts and maintenance.  
Time is essential to any project and this project is no different. During the planning of Euphoria 
Wake Park there were hours and hours that could have been saved. It took a number of 
meetings between the two stakeholders to determine what the best option for the company 
13 | P a g e  
 
was. By spending less time on the small decisions that were required would allow the company 
to progress in other areas. 
4.2 MARKET VALIDATION 
The purpose of market validation is to decide whether or not the business should go ahead and 
also how the business should run. Market validation was conducted for Euphoria Wake Park 
with the customer in mine through the entire process. It was also very important for the team to 
investigate the market size that the park was planned for. Furthermore the competition was 
analysed to find out if the company has the opportunity to succeed in the market. Finally the 
financial requirements for the business were investigated. The overall objective of the financial 
analysis was to find the viability of the current stakeholders proceeding with the business and if 
not how the finances should be approached.  
4.2.1 CUSTOMER ANALYSIS 
Customer analysis is very important. Through talking to other parks around the world as well as 
local water sports clubs the target markets were identified as students, young professionals, 
school groups and tourists.  
From this initial research of these targeted groups was conducted. This involved getting the 
overall size of the audience, determining an acceptable/realistic uptake percentage and 
calculating the revenue that could be generated.  
Table 3 shows the addressable market calculation for the target audiences. 
TABLE 5 - ADDRESSABLE MARKET CALCULATIONS 
Type of customer number of potential 
customers/number of times the 
product or service can be sold 
Average price of our 
product* 
Total revenue for this 
market segment 
Students 13,324.40 $36.5 $486,340.60 
Young Professionals  20,008.82 $36.5 $730,321.93 
School Programmes  157.38 $200 (per term) $125,904.00 
Tourism 69,575 $36.50 $2,539,487.50 
Total $3,224,763.43 
 
The uptake percentage for the target audiences was set at 20% for both students and young 
professionals, 5% for tourist and 2% for school group. These numbers were gathered from the 
initial survey of potential customers.  
The initial surveys overall objective was to find; 
 Interest in the sport, 
 Barriers to entry and 
 Price point. 
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A total of 46 people were surveyed from within the target market; appendix D gives an 
overview of the results. It was found that the main barriers to entry were cost, accessibility and 
inexperience. The concept of Euphoria Wake Parks would reduce these barriers and give more 
people/potential customers the opportunity to wakeboard. 
The second method of determining potential customer interest and their needs was a focus 
group. The focus group that was made up of 9 males and 6 females, who were both students and 
young professionals between the ages of 19 and 24 was conducted with the sole purpose of 
gaining knowledge of the interest in the venture (Group, 2012). 
Generally within the group there was a great interest in the business. Out of the 15 people 
present only 2 of the participants (13.3%) were regular wake boarders. The remaining 13 
people had either limited or no wakeboarding experience. The overall response to the idea was 
very positive, below are a number of quotes from the group; 
“We don’t know why there isn’t one (Cable Park) already” 
“I can’t wakeboard but I’d definitely give it a go” 
“If it (cable wake boarding) doesn’t cost too much, I’d be there” 
 This positive response from the participants gives a reasonable amount of opportunism to the 
venture. This group only represents a small amount of the targeted market, in order to increase 
the reliability of the results from the focus groups more would have to be run covering all 
targeted markets. 
Overall the investigation in the targeted customers and the investigation into their interest in 
the company went well. In the future it would be prudent to conduct several surveys that 
covered much greater audiences. Also using the surveying system to get some real data of the 
customers regarding their everyday living would give a better idea of the type of people that 
would visit the park and how often. The focus group that was conducted would have given 
better data if it was organised in a better manner. The focus group was set up in an open 
discussion manner, if there was more structure to the focus group more in-depth analysis of the 
potential customers and their interest in the company would have been made. 
4.2.2 COMPETITION ANALYSIS 
As Euphoria Wake Park aims to be the first full scale Cable Park in the country there is very little 
direct competition. In saying this it has been identified that there are a number of indirect 
competitors that have the potential to affect the popularity and uptake. Any business that could 
be seen to take customers away from the park would be considered an in-direct competitor. 
The competitor analysis for this project was more or less overlooked. As the park is planned as 
the first full scale park in the country, very little time or effort was put into this section. In future 
projects or to further increase the validation of the potential success of the company, it would 
be beneficial to improve the competitor analysis. 
4.2.3 FINANCIAL ANALYSIS 
The main areas that were investigated for the financial analysis were; 
 The price point of customers, 
 Potential number of customers through the park, 
 Start-up costing, 
 Operating cost and 
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 Potential profit and loss. 
The price point of the customers was determined by looking into other parks around the world 
as well as gathering the results from the initial customer survey. A similar method was used for 
determining the appropriate opening hours and how many customers would visit the park each 
day. Using the addressable market calculation shown early in the report the approximate 
number that would visit the park was determined, from this the following results were found; 
Opening times Profit associated (per month) 
September (10am – 5pm)  $  17,080.43  
October – April (10am – 8pm)  $  28,962.30  
 May – August (11am – 5pm)  $    8,305.00  
 
The financial analysis found that the start-up capital required was $749K. It was also found that 
the operating cost for the business per annum is $281,540.34. To determine the start-up cost 
and operating costs for the business a hands on approach was used. Finding the start-up costs 
involved contacting all cable manufacturers to find the best price, investigating the cost and 
associated costs of resource consent and researching the other costs that would contribute to 
the overall start-up costs.  Calculating the operating cost also involved contacting a number of 
related parties with the main area of difficultly being employee costs. It was important to 
heavily investigate the tax laws and requirements of the employer when determining the 
operating costs. This was one of the most heavily researched areas due to the consequences of 
neglecting the tax system.   
Determining the costs associated with this project was one of the biggest uses of time as it is 
essential that they are correct. When the total cost of the start-up was calculated, including the 
operating costs it was clearly seen that the current stakeholders would not be able to implement 
the business without any financial assistance or investment. This meant that the business plan 
had to be written with investors in mind. 
The purpose of the market validation was to find out if there was a want/need for the business. 
By analysing the customer’s needs and barriers to traditional wake boarding, it was determined 
that there was a need for the company. By reducing the costs, having access to equipment hire 
as well as having the park in an accessible location and providing lessons would significantly 
reduce the current barriers to entry. 
To improve the market validation in the future it would be very beneficial to interview and 
survey a greater range of people. Those surveyed only covered 50% of the target market, to 
improve the results and gain a better understanding of the potential of the business, further 
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4.3 BUSINESS PLANNING 
When developing the business plan for Euphoria Wake Park the target persons were potential 
investors. The most important things that investors look for are the people, finances and risks, 
the momentum of the project and market size (Suster, 2010). This means that for Euphoria 
Wake Park the main area of focus is in the financials and what an investment could mean to an 
investor (in a financial sense).  
The business planning process can be compared to the kaizen method of continuous 
improvement (Kaizen, 2012). As when changes are made or new information is found regarding 
the business, improvements must be made to the business plan.  
The development of this project followed a set process. Figure 1 gives a graphical 
representation of the development process. 
 
FIGURE 1 - PROJECT BUSINESS PLANNING 
 
4.3.1 RISK MITAGATION 
It is important for any company to identify all risks that the company may be confronted with. 
Risk mitigation planning is the process of developing options and actions to reduce threat to the 
company (Corporation, 2011). Risk mitigation is important for the company as there are a 
number of high risk aspects to the business. The three main risks for the company have been 
identified as financial, planning and health & safety. Financial risk is the biggest risk that the 
company faces at this stage. Finance has stopped a number of businesses within the first weeks 
of operation and this must be avoided (Pozin, 2012).   
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4.3.2 IMPLEMENTATION PLANNING 
The implementation planning for the business was made a key area of research as it is 
important for the stakeholders of Euphoria Wake Park to know what direction to go on into the 
future. At the beginning of the project implementation planning was considered one of the most 
important parts of the plan. Since external investment is required and a location has not been 
confirmed the plan does not need to go in as greater of depths such as construction dates and 
the likes.  The key points in the implementation plan for Euphoria Wake Park are shown below; 
 Obtain capital (internally) 
 Determine exact location 
 Consult on location 
 Obtain equity (external) 
 Obtain debt 
 Proceed through the resource consent process 
 Begin project planning 
 Begin construction 
 Begin operation 
When resource consent is obtained there will be a considerable amount of project management 
required. The biggest threat in this area is that if the business begins operation in the off season 
this would have dramatic effects on the company’s cash flow and could lead to the demise of the 
business in the first few weeks. 
4.3.3 OPERATIONAL PLANNING 
At this point of time in the company the operational plan is the least important of the business 
planning aspects. When the company has confirmed resource consent and is in the process of 
beginning operations it will be essential to have a strong operational plan but until then it is 
irrelevant. 
Although operational planning was in the initial plan it was deemed irrelevant when the 
targeted audience of the business plan changed from the current stakeholders to potential 
investors. As the business progresses the operations will become more important and will be 
investigated further. 
4.3.4 FINANCIAL ANALYSIS (EXTENDED) 
Financial gain is the overall objective of a potential investor. Having clear, concise information 
that is as accurate as possible is essential, but the aspect with the upmost importance is the 
profitability of the venture. The financial analysis was extended from the information in the 
market validation to give the financial viability over 20 years. This was calculated including a 
bank loan of approximately $300,000.00. 
A summary of the financial analysis is shown below: 
- Equity/Debt ratio: 60/40 
- Equity IRR: 40% 
- Nominal payback period: 6 years 
- Bank Loan: 
o Total - $299,905.60 
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o Interest rate – 5.75% 
The in-depth financial analysis found that if the business were to proceed it could be reasonably 
profitable for any investor. Current the EIRR sits at 40%, if a less reserved approached to the 
finances was used this number would improve. It was decided by the stakeholders that using 
conservative number in the financial analysis gave a better picture of how the business would 
work if there was a reduction in actual sales. 
4.4 PROJECT OUTCOMES 
Overall there were a number of divergences from the plan but the overall results was the same. 
This meant that the time spent in some areas far exceeded the plan. It was found in the early 
stages of the project that external investment would be required for the business. This changed 
some of the business planning requirements as initially it was planned that the stakeholders 
would pursue the venture on their own accord.   
The overall result of the project comes with a number of positives and negative outcomes. These 
will dramatically affect the future of the business. 
4.4.1 POSITIVE RESULTS FOR FUTURE OF BUSINESS 
 A good start for a business plan that can be adjusted and improved in-order to gain 
capital investment in the future. 
 Many connections made in the industry that will contribute to the development and 
implementation of the business. 
 Greater understanding of the business finance to assist with the future plans for the 
company.  
4.4.2 NEGATIVE RESULTS 
 It has been made very clear from the financial analysis that the current stakeholders 
do not have the required capital to start the business without external investment. 
Also in-order to gain investor a further $30-50k of personal investment from the 
stakeholders would be required. 
 There is a strong chance that due to the popularity of the sports and current 
rumoured parks around the country. Due to limited resources Euphoria Wake Park 
may not be first to market and loss out of this as an advantage in the industry. 
 Due to the volatile nature of resource consent there is a possibility that no matter 
where the park is planned there is strong public refusal. This could lead to the worst 
case scenario for the company of large initial investment from the stakeholders 
being lost with absolutely no chance of making anything back on their investment.  
At this point in time the business is in a very stagnant stage. In order to proceed further 
personal investment by the current stakeholders is required to confirm the location and obtain 
resource consent. This project has put the company in a much better position than what it was 
in at the beginning of 2012. The market validation, although could be improved on in some 
areas provides some substantial evidence supporting the success of the company. The business 
plan gives a greater overview of the business and will help the stakeholder pursue external 
investment.   
19 | P a g e  
 
4.5 BUSINESS STRATEGY 
Throughout the duration of this project the perspective outcome of this project has varied from 
extreme optimism and crippling pessimism. This is mostly due to the volatile nature of business 
planning. It became apparent that creating a business strategy for the company would be 
essential to the success of the business.  
Appendix C shows the current company strategy. Due to the limited capital of the current 
shareholders it can be foreseen that without a large amount of capital from an external party 
that does not mind the excessive risk, the company will be put on hold. Due to this very likely 
possibility Euphoria Wake Park has placed in its strategy methods of overcoming the loss of not 
being first to market. 
4.6 ACTION PLAN 
Table 6 gives the action that are required to proceed the business into operation (note – it has 
been deemed unlikely that the business can go ahead at this stage due to limited capital, because 
of this dates have been left out). 
TABLE 6 - ACTION PLAN 
# Task Responsible Description Difficultly (1 -5) 
1.0 Obtain capital (internally) TR & MB In order to proceed 





2.0 Determine exact location TR MB  3 
2.1 Consult on location  Work closely with 
consultant to 
determine 
likelihood of RC 
success 
3 
3.0 Obtain equity (external) TR MB  5 
3.1 Obtain debt TR MB  4 











Begin construction External 
contractor 
Build cable way 
and sales housing 
2 
5.2  Begin operation TR & MB Put into place in 
depth operations 
plans (including 
marketing and the 
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5.0 CONCLUSIONS 
Overall the project was a reasonable success. The market validation performed found that there 
is a want/need for a cable park in Auckland. It was also determined that the financial 
requirements exceeded the stakeholder’s budget meaning external investment is required. This 
meant that the business plan was changed from being a method of implementing the venture to 
a piece of evidence to supply potential investors with. Throughout the project there were a 
number of changes that had to be made. 
In future projects it is highly recommended that the student follows the plans in a much closer 
manner. This will significantly reduce time wasted in specific areas and give an overall better 
result. In future projects whether it is the continuation of this venture or another, it is essential 
to do an analysis of the likelihood of the business being implemented. This will reduce the stress 
that is associated with the possibility that the business will not happen.  
Through the duration of this project the ability to adapt to change was very important. It was 
found that in business start-ups there are a number of ups and downs, optimistic days and 
extremely pessimistic days. For success in the business world you have to be incredibility 
resilient in-order to bounce back from let downs and negative results and continue working 
towards the overall goal.  
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6.0 RECOMMENDATIONS AND REFLECTIONS 
6.1 RECOMMENDATION 
The ultimate goal of this project was to have the plans in place to start the first cable park in 
New Zealand as well as have substantial evidence that the business would success. During the 
market validation process is was found that there is a need/want for the business amongst the 
targeted audience but it was also found that the start-up cost far exceed the budget of the 
current stakeholders. This meant that the business plan that was to follow was created to assist 
in finding potential investors. 
For Euphoria Wake Park to succeed a considerable investment is required. At this stage in the 
business it is very unlikely that anyone would invest as there is nothing but plans and research. 
To put the company in a position to seek and successfully find investors, a precise location and 
resource consent must be obtained. This is due to the volatile nature of the resource consent 
process. With consent in place to proceed with the park, the company would have a stronger 
ground to stand on when approaching investors. The result of this is that the current 
stakeholders of Euphoria Wake Park must raise approximately $30,000.00 for this process out 
of their own pocket. 
It is recommended that the stakeholders of Euphoria Wake Park work towards raising personal 
capital in-order to proceed with the resource consent process. With a greater knowledge of the 
Auckland market and developing strong relationship with property owners/local council, there 
is a chance that the overall price of the resource consent could be reduced. 
6.2 REFLECTIONS 
Throughout the project there were a number of areas that were changed, that were over looked 
and other that over analysed. 
When the idea to start a cable park first arose there was a considerable amount of time wasted 
in researching Queenstown as a potential location. As there was no prior research done into the 
overall concept of a cable park the investigations had very little direction. When reflecting on 
the project it can be seen that one of the most important parts of any project is planning. Even 
after a plan was put into place to adhere to throughout the project it was very rarely followed. 
In future projects it is important to have the other stakeholders in the business following and 
sticking to the same plan as well as confirming when areas of research/investigation are 
complete in-order to move on. 
As this project was unpaid and the potential for success in the near future was found to be very 
slim it was very hard to continue and stay focussed in the business. For future projects the 
financials should be the first thing that is researched. Having a stronger understanding of the 
overall cost of a project can determine whether or not the project is worthwhile in the very first 
months. This project was pursued personally by Todd Rabbitt and had no higher figure of 
authority within the company there was minimal consequences for approaching the project in 
an ad hock manner. In future projects key performance indicators should be put in place to be 
followed and having some sort of penalty would significant improve work motivation. 
On a personal level there were a number of areas within the project that was very beneficial. As 
this project involved talking to external parties to find information this significantly improved 
knowledge in the area of cable wakeboarding as well as how the business world works. It was 
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found that when researching a new business there are always moments of extreme optimism 
and crippling pessimism. By talking to a number of other businessmen it was found that this 
was usually the case. This was found to be one of the hardest parts of the project as one day the 
business was on track to being a huge success and the next there was no chance of the company 
going pass the concept stage. It was very important that there was a strong interest in the 
business to keep motivation and moral high. In the future when investing others projects and 
potential businesses it is important that there is a strong interest in the subject otherwise the 
project will be quickly given up on. 
Overall the project went reasonably well but the areas that were expected to be easy were 
usually the most time consuming and hardest. Sticking to a plan would have significantly 
improved the results of the project and would give stronger results. Having somebody else from 
the business in a role of authority would improve the commitment to goals and lead to these 
goals being complete in a timelier manner. This would also reduce the amount of ad hoc works 
that was done and give more structure to the planning and concept stage. 
   
23 | P a g e  
 
BIBLIOGRAPHY 
Cable-wakeboarding. (2012). Cable Wakeboarding FAQ's. Retrieved from Cable Wakeboard: 
http://cablewakeboard.com/pages/what-is/ 
CIM. (2007, August 2). Bell-Mason Diagnostic. Retrieved from Innovation Management: 
http://www.innovationmanagement.org 
Corporation, T. M. (2011, October 7). Risk Mitigation Planning. Retrieved from Mitre: 
http://www.mitre.org/work/systems_engineering/guide/acquisition_systems_engineering/risk
_management/risk_mitigation_planning_implementation.html 
Dando, K. (2012, September 25th). Land swap aids cable ski venture. Retrieved from Kapi-Mana News: 
http://www.stuff.co.nz/dominion-post/news/local-papers/kapi-mana-news/7723857/Land-
swap-aids-cable-ski-venture 
Group. (2012, November). Focus Group (9 male, 5 Female, Ages: 19 -24). (T. Rabbitt, Interviewer) 
Inder, M. (2012, August 1). Business Advice. (T. Rabbitt, Interviewer) 
IWWF. (2012). Wakeboard 2020 Vision. IWWF. 
Johnston, T. (2012, August 15). Business Advice. (T. Rabbitt, Interviewer) 
Joyce, D. (2012, September 27th). Water play the key to foreshore plan. Retrieved from Hawke's Bay Sun: 
http://www.stuff.co.nz/hawkes-bay-sun/news/7729059/Water-play-the-key-to-foreshore-plan 
Kaizen. (2012, December). Kaizen = Japanese philosophy of continuous improvement. Retrieved from Home 
Japan: http://www.homejapan.com/2009/03/debunked-kaizen 
Miller, R. (2012 , August 1). Business Advice. (T. Rabbitt, Interviewer) 
Pozin, I. (2012, September 9). 8 Reasons Startups With Good Ideas Fail. Retrieved from Forbes: 
http://www.forbes.com/fdc/welcome_mjx.shtml 
Rottiers, P. (2012, August 1). Business Advice. (T. Rabbitt, Interviewer) 
Suster, M. (2010, October 6). The four main things that investors look for in start-ups. Retrieved from Both 
sides of the table: http://www.bothsidesofthetable.com/2010/10/06/the-four-main-things-that-
investors-look-for-in-a-startup/ 
Torres, N. L. (2005, may). Timing Is Everthing. Retrieved from Entrepreneur: 
http://www.entrepreneur.com/article/77342 
Wake.co.nz. (2010). The history of Wakeboarding. Retrieved from Wake.co.nz: 
http://www.wake.co.nz/features/article_history.php 
Ward, S. (2012 , November). Cash Flow Analysis. Retrieved from Small Busines: 
http://sbinfocanada.about.com/cs/management/g/cashflowanal.htm 














University of Canterbury 
 
Euphoria Wake Park          
Market Validation 
26 | P a g e  
 
REPORT VERSION CONTROL 
 
Version Date Author Distributed to: Description 
1.0 8th October 2012 Todd Rabbitt  Report Creation 
2.0  5th November 2012 Todd Rabbitt Courteney Johnston Peer Review 
3.0 30th January 2013 Todd Rabbitt Piet Beukman Final Submission 
  
27 | P a g e  
 
EXECUTIVE SUMMARY 
The purpose of this report was to investigate the potential for a full scale cable wake boarding 
park in Auckland, New Zealand. It was found that there is a strong potential to start a Cable Park 
in New Zealand. Through analysis of the current existing parks around the world, potential 
customers, competitors and financial analysis it was found that there is not only a place in the 
market for this concept, it is financially viable as well. 
A number of parks around the world were investigated to work out the ideal location for a cable 
park (in terms of climate, proximity and population) and their ideal and most regular 
customers. A total of 21 parks were investigated and the follow results were found; 
 All located within 10-60km of the CBD  
 Average high of 22.4°C and average low of 8.7°C 
 Average Population is 1.05m for these selected parks 
Using these results it can be seen that Auckland is an ideal location as it fits within these 
parameters. 
In order to gauge the interest for a cable park in New Zealand surveys and focus groups were 
conducted. The main focus of these groups was to engage with potential customers, find their 
barriers to entry in traditional wakeboarding, their price points and the overall interest in the 
idea. It was found that the three major barriers for people getting into traditional wake 
boarding were; cost, accessibility (to equipment and body of water) and inexperience. The 
implementation of a cable park would eliminate these barriers as the cable wakeboarding 
required minimal upfront cost compared to buying a boat and equipment. Also Euphoria Wake 
Park reduces the barrier of accessibility as the park is planned to be based within the inner 
boundaries of Auckland, and the use of cable plus hired equipment means that everybody will 
have access to this amazing sport. The surveys and focus groups also found that there is a strong 
interest in the company as a whole with a number of participants stating ‘we don’t know why 
there isn’t one (Cable Park) already’. Overall there was a tremendously positive response about 
the venture which has created a strong sense of optimism in the team at Euphoria Wake Park. 
The current direct competition for a new full scale cable park in Auckland is very slim. This is 
because at this point in time there are only two very small scale cable parks in the country. In 
saying this there is still a number of in-direct competitors that may affect the viability of the 
company. Any in-direct competitor can be defined as a recreational activity that may redirect 
potential customers from the cable park. It has been identified that these indirect competitors 
may affect the overall popularity of the business. To counteract this in the market validation, 
smaller percentage uptakes were used in financial calculations. 
The financial viability of the venture is one of the most important factors for the stakeholders of 
Euphoria Wake Park due to limited capital for the start-up. During the market validation 
process it was quickly discovered that the initial start-up costs far exceeded the stakeholder’s 
budget. A total of $749k is required in-order to start the business and this number could easily 
fluctuate due to the tedious and time consuming resource consent process.  
Although the initial start-up costs are very high, it was found that with the addition of a $300k 
bank loan (assumed equal instalments, fixed interest of 5.75%, over 20 years) the business 
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could be very financially viable. The Equity internal rate of return (EIRR) was calculated to be 
approximately 28% with a nominal payback period of 6 years. Due to the large start-up costs 
required for the business is has been deemed unfeasible for the current stakeholders to pursue 
this venture without the assistance of external investment.   
Though interviews with industry professionals, it was discovered that the absolute minimum 
requirement before pursuing any external investment was confirmed location with resource 
consent. This means that the minimum financial requirement for the current Euphoria Wake 
Park holders comes to approximately $30k. Once again this price has the ability to fluctuate due 
to the resource consent process. Therefore as the current financial position of the Euphoria 
Wake Park stakeholders does not reach this it is impossible at this point in time to start the 
company. 
Although the current stakeholders cannot afford to start the business at this point in time, the 
overall venture is very viable. If a cable park were to start in Auckland there is a reasonable 
chance of success with strong business planning.  
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1.0 INTRODUCTION 
This report gives an outline of Euphoria Wake Park, New Zealand’s first full scale cable wake 
park. It is planned that the cable park will be based in close proximity of the Auckland CBD to 
allow for the park to be accessible to as many customers as possible. The initial location has not 
been confirmed however at this point in time there are discussions with the Auckland City 
Council and Resource Consent Auckland Limited regarding the potential location and likelihood 
of being granted resource consent. Currently Orakei Basin and the Panmure Basin are under 









FIGURE 2 - FULL SCALE CABLE PARK CONCEPT 
Cable wake boarding first started in 1959 (Federation, 2012)and since then the sport has grown 
into an international phenomenon with over 450 parks worldwide.  Although the sport has now 
moved into a number of countries, it is yet to make to jump to New Zealand shores. Even though 
New Zealand is known as one of the most adventurous and exciting countries on the planet, the 
concept of cable wake boarding has not been put into place. This has given the team at Euphoria 
Wake Park the motivation to take on the job and investigate the potential for a park in New 
Zealand. 
Although it can be seen that there is a clear hole in the cable wake boarding market it is still 
important to complete an in-depth market analysis and validation. The key areas that have been 
investigated are as follows; 
 Investigating the optimal location within New Zealand as compared to cable 
parks around the world 
 Indentify the potential target customers 
 Researching the financial aspects to give a reasonable idea of price point as 
well as the financial viability of the business 
 Identify and analyse  the competition 
 Investigate the overall interest in the concept and barriers to entry 
Through a strong market validation the fate of the company cannot be 100% determined but it 
will present a much greater argument to proceed with the business. 
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2.0 MARKET ANALYSIS 
2.1 EXSISTING CABLE PARKS 
In order to find a viable location for the cable park, other cable parks from around the world 
were investigated to find out the location, proximity to the closest CBD, the population of the 
CBD and the climate. Research into these companies also gave a range of pricing options that 
could be put to potential customers to find an appropriate price point. 
The companies that were investigated in-depth are as follows: 
 Australia 
o Cable Ski Logan 
o Cable Wake Park (Sydney) 
o Cable ski Cairns 
 Canada 
o Adrenaline Adventure 
 USA 
o Cowtown Wake park 
o KC water sports 
A further 15 parks were looked into to compare their locations and climate to compare to 
Auckland as a potential location. 
Analysis of existing cable parks 
 All located within 10-60km of the CBD  
Orakei Basin in Auckland is located 9.6km from the CBD 
 Average high of 22.4°C and average low of 8.7°C 
 Average Population is 1.05m for these selected parks 
In all the factors Auckland is similar or better than the existing parks in terms of positive 
climate, population and location. The warmest average max/ high temperature is 23 °C (73 °F) 
in January & February. The coolest average min/ low temperature is 8 °C (46 °F) in July & 
August. The current population of Auckland sits at 1.37 million. 
2.2 TARGET CUSTOMERS 
Based on the market research and on information gathered from cable parks around the world 
and Auckland water-ski club the following have been identified as ideal target markets. 
 University students 
 Young professionals (age 18 -35, average salary > $40,000) 
 School students 
 Tourists 
University students usually don’t have a large amount of disposable income they do however 
they have a large amount of spare time and appear to like the idea of this type of entertainment. 
This opens the potential for discounted student mid-week pass.  
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Corporates and young professionals are those who have money to spend on the things they 
enjoy and the company should take advantage of some weekend packages or after work 
packages this target market. 
There is the potential to tap into the schools close to the park for school sports. Many schools 
around the country have afterschool sports. Auckland has some of the richest schools in the 
country and cable wakeboarding could easily be integrated into the school sport options. 
At first it is expected that the tourist market will make up a much smaller percentage of the 
customer base due to the main attraction to New Zealand being based around the natural 
beauty of the country rather than recreational activity, however with our marketing and image 
the company is expected to grow the tourist customer base.   
2.3 POTENTIAL LOCATION OF OPERATIONS 
Auckland’s population currently sits at 1,377,200 people making up 31% of the current New 
Zealand population. Euphoria is aimed mostly at people between the ages of 18 – 35, this gives a 
population of 371,800 (27% of total segments population). Within this population there are two 
universities (Auckland University and AUT), their combined student numbers are 66,622. This 
makes up 5% of the Auckland population are some of the most important customers to us.  
As cable wakeboarding is a leisure activity it is aimed at people with a reasonable amount of 
disposable income. In Auckland the average cost of living is set at around $542.00 per week 
(based on online living expenses calculator), or $28,184.00 pa. An assumption has been made 
that a reasonable amount of disposable incomes sit around $12,000. Therefore by calculating 
the number of people in Auckland who earn over $40,000 pa it was found that there are 
454,476 people with a ‘reasonable’ amount of disposable income. The assumption has been 
made that students are not included in this number, to give a correct number of non-students in 
the customer base following was calculated: (27% - 5%) x 454,476 = 100,044.12. 
Auckland is the home to some of the country’s most prestigious and wealthy schools. If 2% of 
the school students from the top schools were to be involved in a wakeboarding coaching 
program it would gain an addition addressable market of 157.38 people (This assumption has 
been made using high school with a decile greater than 9 and from the Albert-Eden-Roskill and 
Orakei wards. 







Orakei 3 1511 
 Total 7869 
 
In order to verify these numbers an uptake factor must be introduced. Due to the popularity of 
the sport and the ease of access an uptake value of 20% was used for the major target 
customers. For the schools an uptake of 2% was used and for tourists, 5%. 
Type of customer number of potential 
customers/number of times the 
product or service can be sold 
Average price of our 
product* 
Total revenue for this 
market segment 
Students 13,324.40 $36.5 $486,340.60 
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Young Professionals  20,008.82 $36.5 $730,321.93 
School Programmes  157.38 $200 (per term) $125,904.00 
Tourism 69,575 $36.50 $2,539,487.50 
Total $3,224,763.43 
TABLE 7 – ADDRESSABLE MARKET CALCULATION (AVERAGE PRICE PER SALE IS BASED ON 50% - 1 HR, 
30% - 2 HR, 15% - 4 HR AND 5% FULL DAY PASSES). 
These calculations have been made on the basis that everyone in the addressable market only 
ever attends the park once. It is more likely that there will be a smaller percentage uptake and 
the people that use the park will continue to be customers into the future. 
2.4 THE CUSTOMER 
2.4.1 CUSTOMER SURVEY 
An initial survey was conducted with the main areas in interest being; 
 Interest in the sport, 
 Barriers to entry and 
 Price point. 











 38% Cost 
 62% Accessibility 
 22% Inexperience 




Barriers to Towed Water Sports 
FIGURE 3 - BARRIERS TO ENTRY 
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This confirms the theory that the main reason preventing people from wakeboarding is 
accessibility and cost from traditional boat towed water sports. The business will remove both 
of these problems! 
From our research it has also been discovered that only 9% of those surveyed would not try the 
cable Wakeboard Park if it was in their city.  
2.4.2 INTERVIEWS AND FOCUS GROUPS 
In-order to get a better picture of the industry and interest in cable wakeboarding a number of 
interviews were carried out with different groups. 
Industry professional – Paul Marlow (Marlow, 2012): Paul is a representative for the largest 
manufacturer of cable systems in the world, Rixen. This interview was conducted in-order to 
gain a greater understanding of how the industry works and the potential for a cable park in 
New Zealand. Although Paul showed a large amount of optimism in the project the financial 
aspects were noted as the strongest disadvantage the company has. Prior to the interview 15th 
October 2012, Euphoria had no knowledge of any other parks that were planned within New 
Zealand. Paul stated that he was involved in a number of Parks throughout the country, this 
includes the following; 
 Wellington, Aotea Wake Park, (Dando, 2012) 
 Napier, Cable Ski Park (Joyce, 2012) 
 Christchurch (rumoured) 
 Hampton Downs (rumoured) 
 Auckland (rumoured) 
This means that although there are a number of parks rumoured all over the country there is 
not a great threat to Auckland as a potential location.  
A focus group that was made up of 9 males and 6 females, who were both students and young 
professionals between the ages of 19 and 24 was conducted with the sole purpose of gaining 
knowledge of the interest in the venture (Group, 2012). 
Generally within the group there was a great interest in the business. Out of the 15 people 
present only 2 of the participants (13.3%) were regular wake boarders. The remaining 13 
people had either limited or no wakeboarding experience. The overall response to the idea was 
very positive, below are a number of quotes from the group; 
“We don’t know why there isn’t one (Cable Park) already” 
“I can’t wakeboard but I’d definitely give it a go” 
“If it (cable wake boarding) doesn’t cost too much, I’d be there” 
 This positive response from the participants gives a reasonable amount of opportunism to the 
venture. This group only represents a small amount of the targeted market, in order to increase 
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2.5 COMPETITOR ANALYSIS 
2.5.1 DIRECT AND INDIRECT COMPETITION 
As this is the first full-scale cable park in New Zealand let alone Auckland there is no direct 
competition. In saying this there is still a great number of indirect competitors in the greater 
Auckland area. As cable wakeboarding is a recreational activity, in-direct competition can be 




Features Customer outcomes 
satisfied 




Cable Park located 
90min from Auckland 
CBD  
 
- Cheap towed 
watersports 
 
- Accessible (Centrality to 
CBD and hours open) 




Require Jetski, outboard 
boat or Jetboat.  
- Independence can do 
in your own time and 
where you want over 
our defined location. 
- Can get away from 
other people 
- Not Cheap 
- Need to own or have access 
to a boat 
- No Park jumps 
- No community 
- No ability to have multiple 
riders at once 
In-direct Competition 
Boat Towed Water 
sports 
Boat or Jetski - Independence  
 
- Not Cheap 
- Need to own or have access 
to a boat 
- No Park jumps 
- No community 
- No multiple riders 
Water Sports Kayaking, Windsurfing, 
Yachting, Surfing 
- Fun and Cheap thrills 
- No Community and not as 
quick or the same!! 
Rainbows End A full scale amusement park - Accessible 
- Cost (admission $51.00) 
- Repetitive 
- Aimed at Children 
Snow Planet In-door snow park - Accessible  
- Ease of access to a 
condition and 
location  dependant 
sport 
- Cost (Day pass $61 + Rental 
costs) 
- Not outdoors 
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3.0 FINANCIAL ANALYSIS 
3.1 FINANCIAL ASSUMPTIONS 
In order to get an appropriate financial model there are a number of assumptions that have to 
be made. Firstly the sales breakdown is given below. 
1 hrs  50% 
 2 hrs  30% 
 4 hrs  15% 
 Day Users  5% 
  
This means that there is an assumption that 50% of customers will spend only 1 hour on our 
park.  
The number of customers through the park each day is essential for the financial analysis fig. 2 
and fig. 3 shows the estimated customers through the park each day. 
 
FIGURE 4 - WEEKEND CUSTOMERS 
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3.2 PRICE POINT AND OPERATION HOURS 
Through analysis of a number of cable parks around the world and our initial customer survey 
the price point for sales has been determined. 
Cost 
1hr $     29.00 
2hr $     39.00 
4hr $     49.00 
day $     59.00 
Coaching will provide a secondary source of income to the company. Coaching will be operated 
with a similar model to swimming lessons. Having 30 minute introduction sessions with 
approximately 4 students will allow for a number of lessons each day. This structure can be 
easily adjusted to allow for different needs of different groups. It has been estimated that the 
ideal price point per half hour will be $20. 
Season passes to the park are going to be an important to our price structure but at this point in 
time a reasonable and acceptable price has not been calculated. It has been estimated that a 
season pass to be approximately $550 per season, based on a comparison to other parks as well 
estimates from a potential customer survey. 
The operating hours have been broken down in to three segments, September, October – April 
and May – August. This has been used to reflect the climate and sunlight hours at different point 
of the year. 
- September (10am – 5pm) 
- October – April (10am – 8pm) 
- May – August (11am – 5pm) 
3.3 START-UP COSTING 
Below is an overview of the budgeted start-up costs with a maximum and minimum being 
provided. The main difference between these two budgets is how much the overall resource 
consent process will cost. Although it has been quoted at $2,550 + planner and engineering 
costs, there is a possibility that the price will dramatically increase with the introduction of 





 Cable system (Sesitec)  $    351,000.00     $    351,000.00    
Lake control ticketing  $      23,400.00  
 
 $      23,400.00  
 Installation  $      39,000.00  
 
 $      39,000.00  
 SESITEC 2.0  $                   -    
 
 $      35,724.00  
 
     Rental Equipment  $                   -    
 
 $      31,980.00  
 Obstacle Basic Set  $                   -    
 
 $    153,660.00  
 
    
 $      634,764.00  
Resource consent  $      10,000.00  
 
 $    100,000.00  
 
     Housing Unit (storage and sales point)  $        5,000.00  
 
 $      15,000.00  
 Total  
 
 $     428,400.00  
 
 $     749,764.00  
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3.4 ANNUAL OPERATING COSTS 
The annual operating costs for the business are shown in table 2. The seasonal change is due to 
a reduction in staff wages and power costs due to the reduced operating hours.  
TABLE 8 - OPERATING COSTS 
Operating Costs 
 
September October – April May - August 
 Wages   $        12,600.00   $    127,200.00   $    29,520.00  
 Maintenance    $             650.00   $       4,550.00   $      2,600.00  
 Insurance   $              57.50   $            57.50   $          57.50  
 Land Lease   $          4,000.00   $      28,000.00   $    16,000.00  
 Phone costs    $             298.00   $       2,086.00   $      1,192.00  
 Internet   $              85.00   $          595.00   $        340.00  
 Misc   $             500.00   $       3,500.00   $      2,000.00  
 Power   $          3,124.80   $      31,545.60   $    10,981.44  
 
 $        21,315.30   $    197,534.10   $    62,690.94  
   
 $  281,540.34  
 
3.5 PROFIT AND LOSS ANALYSIS AND FINANCIAL VIABILITY  
Profit and Loss 
Table 3 shows the monthly profit and loss statement for three season segments. 
TABLE 9 - PROFIT AND LOSS STATEMENT 
   September   October - April   May - August  
 General Sales   $            43,704.38   $            70,471.21   $            23,305.62  
 Coaching Sales   $            13,440.00   $            13,440.00   $            13,440.00  
        
 Wages   $            12,600.00   $            18,171.43   $              7,380.00  
 Management Wages   $              2,500.00   $              2,500.00   $              2,500.00  
 Coaching Wages   $                630.00   $                630.00   $                630.00  
    
 Marketing   $              4,416.67   $              4,416.67   $              4,416.67  
 Maintenance    $                650.00   $                650.00   $                650.00  
 Insurance   $                  57.50   $                  57.50   $                  57.50  
 Land Lease   $              4,000.00   $              4,000.00   $              4,000.00  
 Phone costs    $                298.00   $                298.00   $                298.00  
 Internet   $                  85.00   $                  85.00   $                  85.00  
 Misc   $                500.00   $                500.00   $                500.00  
 Power   $              3,124.80   $              4,506.51   $              2,745.36  
        
 GST   $              5,740.75   $              9,051.85   $              3,129.53  
        
 EBITDA   $            22,541.66   $            39,044.25   $            10,353.56  
        
 Interest/Repayments    $              1,315.44   $              1,315.44   $              1,315.44  
 Tax   $              6,311.66   $            10,932.39   $              2,899.00  
 Deprecation  -$              2,165.88  -$              2,165.88  -$              2,165.88  
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 Total expenses   $            40,063.94   $            54,948.91   $            28,440.62  
        
 NPA  $            17,080.43   $            28,962.30   $              8,305.00  
 
Financial Viability 
A complete financial viability analysis is available in. The main points from this analysis are as 
follows: 
- Equity/Debt ratio: 60/40 
- Equity IRR: 40% 
- Nominal payback period: 4 years 
- Bank Loan: 
o Total - $299,905.60 
o Interest rate – 5.75% 
Though financial analysis it can be seen that with sufficient initial investment coupled with a 
reasonably large bank loan (approx. $300k) the venture is very profitable with an estimate 
Equity Internal Rate of Return (EIRR) of 40%.  
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4.0 CONCLUSIONS 
Through market analysis it can be seen that there is a strong potential to start a cable park in 
Auckland, New Zealand. The population and average climate of the city is quite comparable to a 
number of cable parks in different locations around the world. 
There are two important aspects to consider when looking into the financial viability. Firstly the 
profitability of the business must be analysed. It can be seen in the financial analysis that the 
business has a strong potential to make money, assuming that any assumptions for sales come 
within a reasonable tolerance (25%). The second important piece of information that can be 
gathered from the financial analysis is the potential price point. It is important that the chosen 
price point not only stands up to competition but also stands up to potential customers. The 
chosen price point for this venture is $29.90 (per hr), compared to the competition in the area 
and international equivalents this is a very standard price.  
Validation of the overall idea of cable wake boarding out-weighting the traditional boat towed 
method can clearly be seen by the customer survey results. The three main barriers to in the 
traditional method are cost, accessibility (water, boat and other equipment) and inexperience. 
Just having a cable park within a city immediately eliminated two of the barriers; cost and 
accessibility. The cost of a cable park is significantly less than the traditional method in terms of 
the initial investment and continuing overheads. As Euphoria Wake Park plan to add coaching 
for financial gain it will also remove the third barrier to entry of inexperience. Incorporating 
coaching into the cable park opens the potential to bring a number of new customers as well as 
remove a significant barrier that will be stopping a number of potential customers. 
Through the analysis of a number of different aspects that determine the potential for a venture 
to success it was found that a cable park is a very viable venture. Although this study was 
completed based on an Auckland market it could be adjusted to match any market. If the 
location was to dramatically change a new market validation would be required but a number of 
processes display within this report could be used to determine the viability in other areas. 
Operating a cable park within Auckland is very viable in a commercial sense. Being first to 
market would give the company a chance to take advantage of the large opening in the industry. 
Due to the current financial position of Euphoria Wake Park’s stakeholders it is currently 
impossible to start the company. This means that in order to proceed with the venture capital 
will have to be obtained through trusting investors that are willing to risk substantial amounts 
of money with very little promised in return.   
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EXECUTIVE SUMMARY 
“Euphoria Wake Park is a start-up company specialising in designing and operating cable 
wakeboard parks. The first park is to be located in Auckland with planned growth throughout New 
Zealand and into the international market. Euphoria Wake Park will be the first large scale wake 
park in New Zealand. We have a number of target markets including students, young professional, 
school groups and tourists with an exciting chance to wakeboard for an affordable price.  The 
company plans to gain a strong market position from being the first and most likely, only cable 
wakeboard Park in Auckland. Euphoria Wake Park has a vision to be more than just a wake board 
ride, Euphoria Wake Park is about creating the experience and surroundings that go beyond your 
typical thrill. Our dream is to create a place of amusement, relaxation, community and sheer 
exhilaration.” 
Euphoria Wake Park aims to be the first full scale cable Wakeboarding Park in the country. By 
using an existing body of water, Euphoria Wake Park aims to set up a full size cable system to 
allowing people to wakeboard no matter what their age, skill level or budget constraints. When 
the park is in operation is will run with a significant profit of approximately $140,000 (NPAT). 
Due to the large start-up cost this gives an EIRR of approximately 40%. 
Currently if somebody wanted to go wakeboarding they would require a boat, equipment and 
access to water. This means that a significant proportion of those who would be willing to try 
wakeboarding would not be able to. By starting a cable park in Auckland not only will Euphoria 
Wake Park provide the city with a new  and exciting activity, the company has the chance to 
make a lot of money and take advantage of being first to market. The market potential has been 
identified and the profitability has been proven, the biggest problem that the stakeholders are 
facing is limited start-up capital.  
With external investment the company has the opportunity to be very profitable. Although it 
was previously stated that the EIRR is 40%, if the company was to be first to market this 
number would significantly increase. In-order to account for growth over time the sales 
calculation was done in a relatively conservative manner. Euphoria Wake Park has the potential 
to take advantage of market place containing approximately 100,000 people valued at over 
$3.2M worth of sales. 
Euphoria Wake Park has the opportunity to be first to market in a sport that is growing 
exponentially in the international market. The number of cable parks worldwide has grown at 
an exponential rate since the first park in 1968 and the popularity of wakeboarding has grown 
with this. At this point in time the International Waterski and Waterboard Federation (IWWF) is 
tendering to be a part of the 2020 Olympic Games. If Euphoria Wake Park were to obtain 
investment and begin operation the company has the potential to take advantage of this in a 
very financially lucrative way. 
Although there are a currently two small cable parks in New Zealand, they are both situated far 
from major cities. Euphoria Wake Park aims to obtain resource consent for an existing body of 
water within 40km of the Auckland CBD. This would give the company a significant competitive 
advantage. 
The team at Euphoria Wake Park consists of two highly motivated individuals, Todd Rabbitt and 
Matt Bowie. Todd completed his degree in Electrical Engineering (BE(Hons)) at the University 
of Canterbury in 2011 and started a Master of Engineering Management (MEM) in 2012. Matt 
completed his Bachelor of Commerce in Valuation and property at Lincoln University in 2010 
and currently works in Queenstown for Colliers International. Matt is a passionate 
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wakeboarder. In 2012 the Euphoria Wake Park team won the ‘most improved venture’ in the 
2012 University of Canterbury Entre 75k challenge. This only inspired the team more into 
making this venture a reality. 
The company requires an investment of NZ$450,000.00. Table 1 gives an overview of the 
financials with a predicted growth in sale of 5%. 
TABLE 10 - FINANCIAL OVERVIEW 
Year Sales (people hours) Associated Revenue ($NZ) Profit (NPAT) ($NZ) EIRR 
1 14,754 $     545,279.34 135706.5281 
40% 
2 15,492 $     586,856.89 161391.9431 
3 16,266 $     630,172.52 185493.7743 
4 17,080 $     675,287.14 210720.1006 
5 17,934 $     722,263.64 237111.9242 
 
 With an investment of $450,000.00 Euphoria Wake Park would be able to start the 
implementation process and progress towards making the shareholders ad reasonable amount 
of profit.  
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1. BUSINESS SUMMARY 
1.1 ABOUT THE COMPANY 
Euphoria Wake Park is a company focussed on the design and operation of cable wake board 
parks. The first park is to be constructed in Auckland, New Zealand with further plan of 
developing throughout the country.  
At this point in time Euphoria Wake Park is in the process on obtaining internal capital and 
confirming a location including resource consent. 
1.2 PRODUCTS AND SERVICES 
Cost and accessibility to towed water sports is the problem that exists for everyday New 
Zealanders. To be able to wakeboard in NZ you have to own a boat or jet ski these cost upwards 
of $10,000, with large running costs including gas, maintenance and repairs. Many New 
Zealanders cannot afford these costs and so will have no opportunity to experience these water 
towed sports. Without low level costs to experience these sports there is less chance for people 
to try these sports out and realise how enjoyable wakeboarding is.  Boat towed sports requires 
one experienced driver and one observer to operate the boat and so you require at least three 
people to attempt this sport. Also there are very few cheap coaching and training facilities in NZ 
for water sports. Euphoria Wake Park offers the solution, cheap and accessible water sports. 
In Europe and other parts of the world consumers are turning to cable parks as a more 
affordable solution to typical boat towed wakeboarding. Talking to cable parks in Australia and 
throughout the world they all believe cable is the ideal way to introduce beginners to this sport. 
Not only is it great for beginners but it has already a pro wakeboard tour. Euphoria Wake Park 
is the solution for the NZ market and will provide an affordable and superior experience to 
typical boat towed sports. Coaching has always been difficult and time consuming with a boat, 
cable parks have an instructor/coach at all times to teach and ensure safety. Not having to 
purchase ski gear, wetsuits, lifejackets, boat or jetski, makes this sport accessible to many more 
Kiwis. With a cable park you eliminate the need for having a driver and observer and enable a 
single person through to a whole family or group to be wakeboarding at once. 
1.3 THE BUSINESS POTENTIAL 
The cable wake board park has been around for many years internationally first the first 
constructed in 1959 in Bordesholm, Germany since then the popularity has skyrocketed 
throughout the world. Introducing such a park in Auckland has huge potential to capture the 
many thrill seekers in the area as well as the millions of tourists that past though the area every 
year. Euphoria Wake Park has the potential to be first to market and at a higher level the first 
cable park in New Zealand. 
1.4 MISSION, GOALS AND OBJECTIVE 
Euphoria - We have ambitions to be more than just a cable wake parlour Euphoria vision is to 
create an experience and surroundings that produce the perfect day out – a destination you 
don’t want to leave. Our dream is to create a place of amusement, relaxation, community and 
sheer exhilaration.  
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Environment Friendly - Not only does our park offer environmentally friendly services that 
replace demand for non-green boat towed water sports, but we are going to incorporate 
principles of sustainability into each of our business decisions. We plan to be a carbon neutral 
business after 2 years operating and become a certified CarboNZero business.  
Growth of Water Sports - We want to grow cable towed sports in New Zealand through school 
sports 
Business - With the success of Euphoria Wake Park we plan to expand the number of parks 
throughout NZ and to grow our brand into other entertainment ventures. 
Goals: 
• To be a profitable business for shareholders.  
• Create an enjoyable and euphoric atmosphere to work and play leading to large fan base 
and strong following. 
• Grow wakeboarding in NZ through school and young people initiatives 
• Become a part of the community by giving back 
• Increase awareness of environmentally friendly businesses 
• Provide a safe and responsible place to work and play 
• Create a platform for staff to succeed and advance 
• Grow this brand into other entertainment, sporting and amusement ventures 
• Create a place to learn and progress 
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2. THE MARKET 
2.1 MARKET DESCRIPTION 
As mentioned earlier there is no full scale parks in New Zealand, this means that Euphoria Wake 
Park has the potential to be first to market. Currently there are two small operations, one in 
Northland and one in south Canterbury. 
Around the world the number of cable parks has grown exponentially. The international 
Waterski and Wakeboarding Federation (IWWF) have predicted that the number of parks will 
continue to grow at an exponential year for years to come and have identified New Zealand as 
an ideal location. 
 
FIGURE 6 - EXPECTED GROWTH IN CABLE PARK AROUND THE WORLD (IWWF, 2010) 
2.2 CUSTOMER DESCRIPTION 
Based on the market research and on information gathered from cable parks around the world 
and Auckland waterski club the following groups have been identified: 
 University students 
 Young professionals (age 18 -35, average salary > $40,000) 
 School students 
 Tourists 
University students usually don’t have a large amount of disposable income they do however 
they have a large amount of spare time and appear to like the idea of this type of entertainment. 
The company would like to work around a discounted student mid-week pass.  
Corporates and young professionals are those who have money to spend on the things they 
enjoy and the company could take advantage of some weekend packages or after work packages 
this target market. 
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There is the potential to tap into the schools close to the park for school sports. Many schools 
around the country have after school sports. Auckland has some of the richest schools in the 
country and cable wakeboarding could easily be integrated into the school sport options. 
At first it is expected that the tourist market will make up a much smaller percentage of the 
customer base due to the main attraction to New Zealand being based around the natural 
beauty of the country rather than recreational activity, however with our marketing and image 
the company expects to grow our tourist base.   
2.3 COMPETITION 
2.3.1 DIRECT COMPETITION 
There is very little direct competition in Auckland because of the fact that there are no current 
cable wake board parks in the area. The main competition for a cable park is the lake where 
anyone has ‘free’ access to and can use whenever they want. The major advantage that Euphoria 
Wake Park has is that wake boarding on the lake is not technically ‘free’ as there are many 
overhead costs for wake boarding on the lake e.g. petrol costs and boat maintenance. There are 




(Tip: Look at your 
answer to Q.2.) 
Features Customer outcomes 
satisfied 




Cable Park located 
90min from Auckland 
CBD  
 




CBD and hours 
open) 




Require Jetski, outboard 
boat or Jetboat.  
- Independence can do 
in your own time and 
where you want over 
our defined location. 
- Can get away from 
other people 
- Not Cheap 
- Need to own or 
have access to a 
boat 
- No Park jumps 
- No community 
- No ability to have 
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2.3.2 INDIRECT COMPETITION 




(Tip: Look at your 
answer to Q.2.) 
Features Customer outcomes 
satisfied 
Customer outcomes not 
satisfied 
Water Sports Kayaking, Windsurfing, 
Yachting, Surfing 
- Fun and Cheap thrills 
- Not so much a 
community and 
not the same as 
cable 
wakeboarding. 
Rainbows End A full scale amusement 
park 
- Fun 
- Cost (admission 
$51.00) 
- Repetitive 
Snow Planet In-door snow park - Fun 
- Ease of access to a 
condition and 
location  dependant 
sport 
- Cost (Day pass $61 
+ Rental costs) 
 
 
2.3.3 COMPETITIVE ADVANTAGE 
Euphoria Wake Park aims to be the first full scale cable park in the country let alone Auckland. 
Although there are a few small scale parks in the country none can compare to our circular park 
that can tow multiple riders. As our price point is much lower than the majority of other 
recreational activities more people will choose cable wake boarding over the other options. If 
the company is to be the first large park the company will be able to grow throughout NZ before 









52 | P a g e  
 
3. MARKETING AND MANAGEMENT 
3.1 MARKETING STRATEGY 
3.1.1 MARKETING AND SALES 
In order for this company to succeed it must be well marketed in the community. Due to the 
nature of the project it can be foreseen that without fail there will be a significant presence of 
media throughout the implementation process. This comes with a number of positives and 
negatives. 
As the company will be in the media spot light from the early stages of resource consent, a 
dedicated media representative will be selected out of the current stakeholders. This is to 
ensure continuity within the company and protect the image and brand reputation. Having a 
strong media presence will increase the companies profile if it is managed in the correct way. In 
order to take advantage of the media it is important that Euphoria Wake Park’s website is in full 
operation, website linked below; 
 www.euphoriawakepark.co.nz 
Having a well set out website will allow the company to take advantage of ‘free marketing’. 
Incorporated with this is the communication process that is followed by the company. To take 
advantage of the media communication must be kept up to date. Leaving communications for an 
extended amount of time will lead to the loss of potential customers and other opportunities. 
As Euphoria Wake Park aims to be the first cable park in the area, there is the strong advantage 
of being first to market. This in its self gives the company a significant competitive edge and can 
somewhat remove the need for an extensive marketing plan. 
Over the past 10 years the popularity of social media has increased exponentially. Euphoria 
Wake Park must take full advantage of this. Creating accounts on all of the major social media 
sites (Facebook, Twitter and Instagram) as early as possible in order to create hype around the 
company. By doing this a significant amount of strain can be released from the budget in terms 
of the marketing costs. 
3.1.2 PRICE 
The price list show in table 1 gives an overview of the prices that will be used for the cable park. 
These are based on comparison with international parks as well as determined price points 
through market validation. 
TABLE 11 - PRICING LIST 
 Cable Access Wakeboards Helmets and life jacket (per item) 
1 hr $         29.00 $           10.00 $           5.00 
2 hrs $         39.00 $           15.00 $         10.00 
4 hrs $         49.00 $           20.00 $         15.00 
Day $         59.00 $           30.00 $         20.00 
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3.2 BUSINESS STRUCTURE 
The business structure will be similar to other companies in the recreational industry. As the 
two current stakeholders (Matt Bowie and Todd Rabbitt) are committed to the success of the 
business, they will work with in the business in management roles 
3.3 KEY PERSONNEL 

















3.3.2 TEAM STRENGTHS AND WEAKNESSES 
Strengths: 
 Connections - As the Vice President of the UCSA, Todd has had the opportunity to meet 
and discuss the venture with a number of well renowned businesses from Christchurch 
and beyond and advisors. Matt through his Future Leaders Scholarship and time at 
University has met a number of influential business and investors.  
 Ambition – Young and full of ideas we are willing to put energy into development of this 
idea. 
 Market Knowledge – We have now established the market potential and our target 
markets.  
Todd Rabbitt – CEO 
- BE(Hons), MEM (Pending) 
I have a background in electrical engineering and I am currently 
studying towards my Masters in Engineering Management. A 
major project of 700 – 1000 hrs of usually paid work is required 
as a part of this course. I plan to work on Euphoria Wake Park 
for this project far into  2013. I am incredibly passionate about 
starting this venture and will put everything into ensuring its 
success. 
Matt Bowie – COO 
- Bcom (Valuation and Property Management) 
I am a recent Bachelor of Commerce (Valuation and Property 
Management) graduate from Lincoln University (2008 – 2010) 
graduating with a Future Leaders Scholarship. I am presently 
working for Colliers International as a Property Consultant in 
Queenstown. I have a love of the outdoors and towed water 
sports and has spent a lot of time out boating. 
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 Education – We both have experience in accounting, finance, strategic marketing and 
management, operation management and quality assurance. Matt has studied the 




 Inexperience – Our lack of experience in some fields meant that we located advisors and 
mentors to help us with problems that may occur. We are looking to give a share of our 
business in return for services where possible.  
 Capital – Our current level of equity is our largest weakness – both directors are young 
and at the beginning of our careers. Capital investment is what is currently stopping 
Euphoria Wake Park from advancing.  
 
3.4 GOVERANCE 
Governance will play an important role in the business especially when external investment is 
introduced. At this current point in time the company will be managed by Matt Bowie and Todd 
Rabbitt, with any decision making regarding the future of the company to be agreed upon by 
both stakeholders. To resolve any conflict that may occur, an independent party will be brought 
in to mediate. 
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4. FINANCIAL PLAN 
4.1 CAPITAL REQUIREMENTS 
Below is an overview of the budgeted start-up costs with a maximum and minimum being 
provided. The main difference between these two budgets is how much the overall resource 
consent process will cost. Although it has been quoted at $2,550 + planner and engineering 
costs, there is a possibility that the price will dramatically increase with the introduction of 





 Cable system (Sesitec)  $    351,000.00     $    351,000.00    
Lake control ticketing  $      23,400.00  
 
 $      23,400.00  
 Installation  $      39,000.00  
 
 $      39,000.00  
 SESITEC 2.0  $                   -    
 
 $      35,724.00  
 
     Rental Equipment  $                   -    
 
 $      31,980.00  
 Obstacle Basic Set  $                   -    
 
 $    153,660.00  
 
    
 $      634,764.00  
Resource consent  $      10,000.00  
 
 $    100,000.00  
 
     Housing Unit (storage and sales point)  $        5,000.00  
 
 $      15,000.00  
 Total  
 
 $     428,400.00  
 
 $     749,764.00  
 
4.2 CURRENT FINANCIAL POSITION 
The current financial position of the business is reasonably weak. As seen in section 4.1 the 
start-up costs for the business sit at $749,764.00. This value far exceeds the stakeholder’s 
current available capital. In-order to seek capital investment the bare minimum requirement is 
a defined location for the business and from an optimistic view this figure sits at approximately 
$10,000. 
Due to limited finance this value far exceeds the current financial position. 
4.3 FINANCIAL ASSUMPTIONS 
In order to get an appropriate financial model there are a number of assumptions that have to 
be made. Firstly the sales breakdown is given below. 
1 hrs  50% 
 2 hrs  30% 
 4 hrs  15% 
 Day Users  5% 
 
It is assumed that 50% of customers will spend only 1 hour on our park.  
The number of customers through the park each day is essential for the financial analysis fig. 2 
and fig. 3 shows the estimated customers through the park each day. 
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FIGURE 7 - WEEKEND CUSTOMERS 
 
FIGURE 8 - WEEKDAY CUSTOMERS 
 Price Point and operation hours 
Through analysis of a number of cable parks around the world and our initial customer survey 
the price point for sales has been determined. 
Cost 
1hr $     29.00 
2hr $     39.00 
4hr $     49.00 
day $     59.00 
Coaching will provide a secondary source of income to the company. Coaching will be operated 
with a similar model to swimming lessons. Having 30 minute introduction sessions with 
approximately 4 students will allow for a number of lessons each day. This structure can be 
easily adjusted to allow for different needs of different groups. It has been estimated that the 
ideal price point per half hour will be $20. 
Season passes to the park are going to be an important to our price structure but at this point in 
time a reasonable and acceptable price has not been calculated. The company estimate a season 
pass to be approximately $550 per season. 
The operating hours have been broken down in to three segments, September, October – April 
and May – August. This has been used to reflect the climate and sunlight hours at different point 




















Hour of operation (24hr) 
Customers per hour (Weekend) 
Sept 
Oct - Apr 





















Hours of operation (24hr) 
Customer per hour (Week-day) 
Sept 
Oct - Apr 
May - Aug 
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- September (10am – 5pm) 
- October – April (10am – 8pm) 
- May – August (11am – 5pm) 
4.4 ANNUAL OPERATING COSTS 
The annual operating costs for the business are shown below. The seasonal change is due to a 
reduction in staff wages and power costs due to the reduced operating hours.  
TABLE 12 - OPERATING COSTS 
Operating Costs 
 
September October – April May - August 
 Wages   $        12,600.00   $    127,200.00   $    29,520.00  
 Maintenance    $             650.00   $       4,550.00   $      2,600.00  
 Insurance   $              57.50   $            57.50   $          57.50  
 Land Lease   $          4,000.00   $      28,000.00   $    16,000.00  
 Phone costs    $             298.00   $       2,086.00   $      1,192.00  
 Internet   $              85.00   $          595.00   $        340.00  
 Misc   $             500.00   $       3,500.00   $      2,000.00  
 Power   $          3,124.80   $      31,545.60   $    10,981.44  
 
 $        21,315.30   $    197,534.10   $    62,690.94  
   
 $  281,540.34  
 
 
4.5 PROJECTED PROFIT AND LOSS 
Below shows the monthly profit and loss statement for three season segments. 
TABLE 13 - PROFIT AND LOSS STATEMENT 
   September   October - April   May - August  
 General Sales   $            43,704.38   $            70,471.21   $            23,305.62  
 Coaching Sales   $            13,440.00   $            13,440.00   $            13,440.00  
        
 Wages   $            12,600.00   $            18,171.43   $              7,380.00  
 Management Wages   $              2,500.00   $              2,500.00   $              2,500.00  
 Coaching Wages   $                630.00   $                630.00   $                630.00  
    
 Marketing   $              4,416.67   $              4,416.67   $              4,416.67  
 Maintenance    $                650.00   $                650.00   $                650.00  
 Insurance   $                  57.50   $                  57.50   $                  57.50  
 Land Lease   $              4,000.00   $              4,000.00   $              4,000.00  
 Phone costs    $                298.00   $                298.00   $                298.00  
 Internet   $                  85.00   $                  85.00   $                  85.00  
 Misc   $                500.00   $                500.00   $                500.00  
 Power   $              3,124.80   $              4,506.51   $              2,745.36  
        
 GST   $              5,740.75   $              9,051.85   $              3,129.53  
        
 EBITDA   $            22,541.66   $            39,044.25   $            10,353.56  
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 Interest/Repayments    $              1,315.44   $              1,315.44   $              1,315.44  
 Tax   $              6,311.66   $            10,932.39   $              2,899.00  
 Deprecation  -$              2,165.88  -$              2,165.88  -$              2,165.88  
        
 Total expenses   $            40,063.94   $            54,948.91   $            28,440.62  
        
 NPA  $            17,080.43   $            28,962.30   $              8,305.00  
 
    
4.6 FINANCIAL VIABILITY 
The main points from the financial analysis are as follows: 
- Equity/Debt ratio: 60/40 
- Equity IRR: 40% 
- Nominal payback period: 4 years 
- Bank Loan: 
o Total - $299,905.60 
o Interest rate – 5.75% 
It has been found that the company is significantly financially viable. If a reduction of 20% of 
potential customers was used there would still be a reasonable amount of profit to 
shareholders. The following pages gives the details regarding the financial viability of company 
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   Inflation    2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 
Financial Viability  Start                                1.00                                1.00                                1.03                                1.05                                1.08                                1.10                                1.13                                1.16                                1.19  
 End                                1.00                              1.025                                1.05                                1.08                                1.10                                1.13                                1.16                                1.19                                1.22  
   Average                            1.0000                            1.0125                                1.04                                1.06                                1.09                                1.12                                1.15                                1.17                                1.20  
 Project Years      0 1 2 3 4 5 6 7 8 
 Growth        1 1.05 1.1 1.15 1.2 1.25 1.3 1.35 
                        
 Investment Schedule   Initial Amount   Replacement                    
 Cable system schedule      100%                 
 Resource Consent Schedule      100%                 
 Cable system Cost        634,764.00  25                  634,764.00                  
 Resource Consent         100,000.00                     100,000.00                  
 Other Initial Cost           15,000.00  25                    15,000.00                  
 Total Capital Costs (Capex)                       749,764.00                  
                        
 Annual Costs                        
 Other (refer to Start up costs)                           305,410.50                     313,045.76                     320,871.91                    328,893.70                     337,116.05                    345,543.95                     354,182.55                     363,037.11  
 Operational expenses                            56,950.94                       58,374.71                      59,834.08                       61,329.93                       62,863.18                      64,434.76                      66,045.63                      67,696.77  
 Repairs and Maintenance                              7,897.50                        8,094.94                         8,297.31                        8,504.74                         8,717.36                        8,935.30                         9,158.68                        9,387.65  
 Total Annual Costs (Opex)                                     -                      370,258.94                     379,515.41                    389,003.30                    398,728.38                    408,696.59                     418,914.00                    429,386.85                     440,121.52  
 Total Costs                       749,764.00                    370,258.94                     379,515.41                    389,003.30                    398,728.38                    408,696.59                     418,914.00                    429,386.85                     440,121.52  
                        
 Revenues                        
 Operational Cost Recovery                          370,258.94                     379,515.41                    389,003.30                    398,728.38                    408,696.59                     418,914.00                    429,386.85                     440,121.52  
 Capital Cost Recovery - Debt                               8,623.15                      33,030.73                       32,123.07                       31,215.42                      30,307.77                       29,400.11                      28,492.46                      27,584.80  
 Capital Cost Recovery - Equity                           166,397.25                     174,310.75                     209,046.15                    245,343.34                    283,259.28                    322,852.79                     364,184.61                     407,317.48  
 Revenues          538,547.50                                   -                      545,279.34                    586,856.89                     630,172.52                     675,287.14                    722,263.64                      771,166.91                    822,063.92                     875,023.81  
 EBITDA  36% -               749,764.00                     175,020.40                     207,341.48                     241,169.22                    276,558.76                     313,567.05                    352,252.90                    392,677.07                    434,902.28  
                        
 Finance                        
 Equity Introduced                       449,858.40                                   -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
 Debt Introduced                          299,920.60                                   -                                     -                                     -                                     -                                     -                                     -                                     -    
 Fees        -                          15.00                                   -                                     -                                     -                                     -                                     -                                     -                                     -    
 Interest        -                     8,623.15  -                   17,245.43  -                   16,337.78  -                    15,430.13  -                   14,522.47  -                    13,614.82  -                    12,707.16  -                     11,799.51  
 Repayments                                         -    -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  
 Post Finance Cash Flow      -               299,905.60                    466,302.85                     174,310.75                     209,046.15                    245,343.34                    283,259.28                    322,852.79                     364,184.61                     407,317.48  
                        
 Taxes                        
 Opening Balance                                     -                      649,764.00                    623,773.44                    597,782.88                     571,792.32                     545,801.76                      519,811.20                    493,820.64                    467,830.08  
 Additions of Depreciable Assets                       649,764.00                                   -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
 Depreciation                            25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56  
 Closing Balance                       649,764.00                    623,773.44                    597,782.88                     571,792.32                     545,801.76                      519,811.20                    493,820.64                    467,830.08                     441,839.52  
 Depreciation (SL)                                     -                        25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56  
 Taxable Income (EBITDA-Depn-Int)      -               749,764.00                     140,406.69                     164,105.48                     198,840.88                     235,138.08                    273,054.02                     312,647.52                    353,979.35                     397,112.22  
 Taxation  28%                        39,313.87                      45,949.54                      55,675.45                      65,838.66                       76,455.13                       87,541.31                       99,114.22                       111,191.42  
                        
 Net Profit After Tax (NPAT)                           135,706.53                      161,391.94                     185,493.77                     210,720.10                      237,111.92                     264,711.59                    293,562.85                     323,710.86  
 Net Profit Attributable to Equity                           127,083.38                      128,361.21                     153,370.70                     179,504.68                     206,804.16                     235,311.48                    265,070.39                     296,126.06  
 Equity Net Cash Flow (Equity IRR)  40% -               449,858.40                     127,083.38                      128,361.21                     153,370.70                     179,504.68                     206,804.16                     235,311.48                    265,070.39                     296,126.06  
                        
 Finance Plan   Equity % of Capex   Debt % of Capex   Interest Rate %   Front-End Fees   Repay From (year)   Repay term (years)        
 % of Capital Costs  60% 40%               
 Loan (%of Debt % of Capex)                              1.00  40% 5.75% 1.5% 1 19       
                        
Bank Leading                       
Year       1 2 3 4 5 6 7 8 
Opening balance                                        -                      299,920.60                     284,135.31                     268,350.01                    252,564.72                    236,779.42                     220,994.13                    205,208.83  
 Drawings for Capex                          299,905.60                                   -                                     -                                     -                                     -                                     -                                     -                                     -    
 Drawings for Fees               1,000.00                                  15.00                                   -                                     -                                     -                                     -                                     -                                     -                                     -    
 Interest Due                               8,623.15                       17,245.43                       16,337.78                       15,430.13                       14,522.47                       13,614.82                       12,707.16                        11,799.51  
 Interest Capitalised                                         -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
 Repayments   equal                                       -                         15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29  
 Closing Balance                          299,920.60                     284,135.31                     268,350.01                    252,564.72                    236,779.42                     220,994.13                    205,208.83                     189,423.54  
                        
 Loan Net Cash Flow        -                 291,297.45                      33,030.73                       32,123.07                       31,215.42                      30,307.77                       29,400.11                      28,492.46                      27,584.80  
 
 Loan All in Cost  6%                   
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2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 2.5% 
                              1.22                                1.25                                1.28                                1.31                                1.34                                1.38                                1.41                                1.45                                1.48                                1.52                                1.56                                1.60  
                              1.25                                1.28                                1.31                                1.34                                1.38                                1.41                                1.45                                1.48                                1.52                                1.56                                1.60                                1.64  
                              1.23                                1.26                                1.30                                1.33                                1.36                                1.40                                1.43                                1.47                                1.50                                1.54                                1.58                                1.62  
9 10 11 12 13 14 15 16 17 18 19 20 
1.4 1.45 1.5 1.55 1.6 1.65 1.7 1.75 1.8 1.85 1.9 1.95 
                        
                        
                        
                        
                        
                        
                        
                        
                        
                        
                   372,113.04                     381,415.86                     390,951.26                    400,725.04                     410,743.17                      421,011.75                     431,537.04                    442,325.47                    453,383.60                     464,718.19                     476,336.15                    488,244.55  
                     69,389.19                       71,123.92                      72,902.02                      74,724.57                      76,592.68                      78,507.50                       80,470.18                       82,481.94                      84,543.99                      86,657.59                      88,824.03                       91,044.63  
                      9,622.34                        9,862.90                       10,109.47                       10,362.20                       10,621.26                       10,886.79                        11,158.96                       11,437.93                       11,723.88                       12,016.98                       12,317.40                       12,625.34  
                   451,124.56                    462,402.68                    473,962.74                      485,811.81                     497,957.11                     510,406.04                     523,166.19                    536,245.34                     549,651.47                    563,392.76                    577,477.58                     591,914.52  
                   451,124.56                    462,402.68                    473,962.74                      485,811.81                     497,957.11                     510,406.04                     523,166.19                    536,245.34                     549,651.47                    563,392.76                    577,477.58                     591,914.52  
                        
                        
                   451,124.56                    462,402.68                    473,962.74                      485,811.81                     497,957.11                     510,406.04                     523,166.19                    536,245.34                     549,651.47                    563,392.76                    577,477.58                     591,914.52  
                     26,677.15                      25,769.49                       24,861.84                       23,954.18                      23,046.53                       22,138.88                       21,231.22                      20,323.57                        19,415.91                       18,508.26                       17,600.60                       16,692.95  
                   452,316.19                    499,247.64                     548,180.90                     599,187.31                     652,340.51                     707,716.52                    765,393.83                    825,453.46                    887,979.05                    953,056.93                  1,020,776.20                  1,091,228.82  
                   930,117.90                     987,419.81                  1,047,005.48                   1,108,953.31                   1,173,344.15                  1,240,261.43                  1,309,791.24                  1,382,022.37                  1,457,046.44                  1,534,957.95                  1,615,854.39                  1,699,836.29  
                  478,993.34                     525,017.13                    573,042.74                     623,141.50                    675,387.04                    729,855.39                    786,625.05                    845,777.03                    907,394.97                     971,565.19                  1,038,376.81                   1,107,921.77  
                        
                        
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
-                    10,891.85  -                     9,984.20  -                     9,076.54  -                     8,168.89  -                     7,261.24  -                     6,353.58  -                     5,445.93  -                     4,538.27  -                     3,630.62  -                     2,722.96  -                       1,815.31  -                        907.65  
-                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  -                   15,785.29  
                   452,316.19                    499,247.64                     548,180.90                     599,187.31                     652,340.51                     707,716.52                    765,393.83                    825,453.46                    887,979.05                    953,056.93                  1,020,776.20                  1,091,228.82  
                        
                        
                   441,839.52                     415,848.96                    389,858.40                    363,867.84                    337,877.28                     311,886.72                     285,896.16                    259,905.60                     233,915.04                    207,924.48                     181,933.92                     155,943.36  
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
                    25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56  
                   415,848.96                    389,858.40                    363,867.84                    337,877.28                     311,886.72                     285,896.16                    259,905.60                     233,915.04                    207,924.48                     181,933.92                     155,943.36                     129,952.80  
                    25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56                      25,990.56  
                   442,110.92                    489,042.37                    537,975.64                    588,982.05                     642,135.24                     697,511.25                     755,188.56                     815,248.20                    877,773.79                     942,851.67                  1,010,570.94                  1,081,023.56  
                   123,791.06                     136,931.86                     150,633.18                     164,914.97                     179,797.87                     195,303.15                     211,452.80                    228,269.50                    245,776.66                    263,998.47                    282,959.86                    302,686.60  
                        
                  355,202.28                    388,085.27                    422,409.56                    458,226.52                     495,589.17                    534,552.24                     575,172.25                     617,507.53                      661,618.31                    707,566.72                     755,416.94                     805,235.18  
                   328,525.13                     362,315.77                    397,547.72                    434,272.34                    472,542.64                     512,413.37                     553,941.03                     597,183.97                    642,202.39                    689,058.47                     737,816.34                    788,542.23  
                   328,525.13                     362,315.77                    397,547.72                    434,272.34                    472,542.64                     512,413.37                     553,941.03                     597,183.97                    642,202.39                    689,058.47                     737,816.34                    788,542.23  
                        
                        
                        
                        
                        
                        
9 10 11 12 13 14 15 16 17 18 19 20 
                   189,423.54                     173,638.24                     157,852.95                     142,067.65                     126,282.36                     110,497.06                       94,711.77                      78,926.47                        63,141.18                      47,355.88                       31,570.59                       15,785.29  
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
                     10,891.85                        9,984.20                        9,076.54                         8,168.89                         7,261.24                        6,353.58                        5,445.93                        4,538.27                        3,630.62                        2,722.96                          1,815.31                           907.65  
                                 -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -                                     -    
                     15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29                       15,785.29  
                   173,638.24                     157,852.95                     142,067.65                     126,282.36                     110,497.06                       94,711.77                      78,926.47                        63,141.18                      47,355.88                       31,570.59                       15,785.29                               0.00  
                        
                     26,677.15                      25,769.49                       24,861.84                       23,954.18                      23,046.53                       22,138.88                       21,231.22                      20,323.57                        19,415.91                       18,508.26                       17,600.60                       16,692.95  
61 | P a g e  
 
5. RISK MANAGEMENT 
There a number of risks that Euphoria needs to take into account. In terms of a business start-
up there is a great amount of financial risk if the company is fail before there is an opportunity 
to create any revenue. The second area of risk for the company is based around the risks 
associated with health and safety when it comes to the use of a cable park. 
5.1 RISK IDENTIFICATION AND MITIGATION 
5.1.1 RISK IDENTIFICATION 
Table 4 lists the risks that are associated with the business, the risk category, risk owner and 
impacts to the business operations. The risk categories can be broken down into four different 
categories of risk, low (1-5), moderate (6 -10), high (11 – 15) and extreme (16 -30).  
TABLE 14 - RISK INDENTIFICATION 
# Risk Area Risk Category Risk Owner Impact to operations 
1 Financial 
Risk 
18 (extreme) TR & MB Due to the nature of the resource consent 
process, there is a chance that it will become a 





TR & MB Poor planning could lead the business to fall 
or suffer significant financial loss 
3 Health and 
Safety 
20 (high) TR & MB Poor health and safety could lead to numerous 
injuries or worst. This has the potential to 
either stop operations completely or hinder 
the company’s reputation 
5.1.2 MITIGATION 
Table 4 shows the risks that are most significant to the company, the following section covers 
the methods of mitigation. 
1. Financial Risks – Working closely with resource consent consultants will reduce the risk 
in this area. As the current stakeholders have limited experience in this area it is 
essential to pursue this path. 
2. Poor Planning – the purpose of market validation and business planning is to remove 
the risk around poor planning. As the company continues to progress it is very 
important the all plans are kept up to date and adjusted where required allow for 
changes in the company’s direction. 
3. Health and Safety – To mitigate the risk around health and safety each staff member 
must be equipped with up to date first aid. Although this will help as a reactive measure 
it is important to put preventative processes in place to avoid any injuries. This includes 
preparing customers before using the equipment. 
It is important that Euphoria Wake Park take risk management very seriously to avoid failure. 
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6. IMPLEMENTATION PLAN  
A well planned and though out implementation plan can potentially save a company a 
significant amount of money. 
At this point in time the most important part in the action plan is obtaining internal capital in 
order to successfully obtain resource consent. From there external funding will be required in 
order to see the project through to operations. Working closely with external contractors for 
both the resource consent process and construction will lead to significant saving for the 
company. 
Table 5 gives the action plan for the company. 
TABLE 15 - IMPLEMENTATION PLAN 
# Task Responsible Description 
1.0 Obtain capital (internally) TR & MB In order to proceed 




2.0 Determine exact location TR & MB  
2.1 Consult on location  Work closely with 
consultant to 
determine 
likelihood of RC 
success 
3.0 Obtain equity (external) TR & MB  
3.1 Obtain debt TR & MB  










Begin construction External 
contractor 
Build cable way 
and sales housing 
5.2 Begin operation TR & MB Put into place in 
depth operations 
plans (including 
marketing and the 
likes prior to start 
date 
 
Timing is one of the most important parts of the implementation plan for Euphoria Wake Park. 
The main reason for this is the financial pressures that the stakeholders face. It is essential to 
the success of the company that operations begin at the beginning of the summer. This would 
allow the company to start making revenue when from day one. If the business were to start at 
the beginning of a slower season the financial pressure may be to strong and would lead the 
company to completely exhaust its capital reserves. This will involve well thought out project 
management to take into account the resource consent process and construction. As the 
resource consent process can take a variant amount of time. The full implementation plan 
would be put in place after acceptance of a desired location.  











Strategic Advice for Euphoria Wake Park 
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 Purpose: The Engineering Management Report 
presented to the University of Canterbury by Todd 
Rabbitt in partial fulfilment of the requirements for the 
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EXECUTIVE SUMMARY 
Euphoria Wake Park is currently sitting in its planning stage. There are a number of things that 
the directors need to keep in mind in this early stage of development. The critical success 
factor for the company at this stage can be broken down into the following three key 
areas; 
1. Obtaining resource consent 
This is essential to the success of the company. Resource consent can be an incredibly expensive 
process. In order to reduce the associated costs and risks, consultants such a Resource Consent 
Auckland ltd. should be heavily engaged with. Their expertise and knowledge of the industry 
will dramatically reduce cost and risk. 
2. Financials 
Financially the company is running at the bare minimum at the early planning stages of the 
company. The two major areas of focus for Euphoria are; obtaining investment and determining 
the equity share between the two directors. There are a number of skills that are missing from 
the company at this stage in time, it is important for Euphoria Wake Park to consider share 
options with those who can fulfil these gaps in expertise.  
3. Gain a sustainable competitive advantage  
It is crucial for Euphoria Wake Park gain a sustainable competitive advantage to survive in the 
industry. As the idea behind the company is not protectable in any way there is a possible, there 
is a chance that Euphoria will not be first to market. This has some pros and cons. The main pro 
being that the inexperienced team will have the opportunity to learn from the mistake of their 
competitors. Con being a loss of potential customers. 
Euphoria Wake Park needs to monitor how the start-ups of new small businesses within 
New Zealand are progressing. Currently the cable wakeboarding industry is growing radically 
internationally, it is important for Euphoria to take advantage of this increase in the industry. 
There are two major issues in the legal sense that Euphoria Wake Park need to keep in 
consideration during the planning process of the cable park. The resource management act 
(RMA) has a strong place in New Zealand legislation. This will play a huge role when the 
company is in the resource consent application process. Consultation with local iwi and 
abiding to the treaty of Waitangi is another important aspect of the law for Euphoria to 
consider. Working with the local iwi will reduce the risks and opposition in the resource 
consent process. 
 The New Zealand economy is currently sitting in a reasonably strong position. Euphoria Wake 
Park needs to continue to monitor the NZ economy during the planning stages of the 
company to anticipate what?  
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1. INTRODUCTION 
Euphoria Wake Park is currently sitting in its planning stage. There are a number of things that 
the directors need to keep in mind in this early stage of development. The critical success 
factors for the company at this stage can be broken down into the following three key 
areas; 
1. Obtaining resource consent 
2. Obtaining funding 
3. Gain a sustainable competitive advantage  
It is essential that the directors keep a close watch of the emerging trends in the market. For 
Euphoria Wake Park these include the cable wakeboarding market, New Zealand’s 
opportunities for business as whole and Auckland as a sub-macro system within New Zealand. 
Specifically Euphoria Wake Park needs to monitor how the start-ups of new small 
businesses within New Zealand are progressing.  
2. CRITICAL SUCCESS FACTORS 
The critical success factors for Euphoria Wake Park are as follows: 
 Obtain resource consent 
 Financial factors 
 Gain a sustainable competitive advantage 
2.1 OBTAINING RESOURCE CONSENT 
 
Obtaining resource consent is the most important current item on the agenda for this 
company. Without resource consent there is no possible way that the company could 
progress. 
At this point in time the resource process has simply been investigated. The company has 
undergone a number of interviews with relevant parties regarding resource consent.  Resource 
Consent Auckland (RCA) has expressed interest in assisting with the process (Firth, 2012). 
Resource consent process for Euphoria Wake Park ltd; 
 Decide on location 
 Apply to the city council 
 Public notification 
 Pre-hearing held 
 Hearing held 
 Decision made based on given information 
 Decision made 
Topic: Obtaining Resource Consent Item: 
2.1 
Action:  Informational  Discussion  Decision 
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The resource consent process at its shortest can take as little as 60 days. Due to the nature of 
this project it is more likely that the process will take between 6 to 18 months. An interview 
with Paul Marlow, a Rixen Cable Ways representation stated that the resource consent 
process can make or break a cable park in the first few months and can cost upward of 
NZ$80,000 (Marlow, 2012). 
In-order to save money Euphoria will be approaching RCA, an independent consultancy. RCA 
offer a number of services that will significantly reduce the stress around the application 
process and risk of losing money in dead end applications.  
Obtaining resource consent is essential to the company and research and consultation 
must continue in this area. At this point in time, with limited capital the focus will remain 
on the planning process for the company. 
2.2 FINANCIALS 
 
The entirely of this project has been calculated to cost approximately NZ$750,000. This 
includes the cost of resource consent, equipment, construction and cash for operation. 
The financial aspects for the company can be split into two major areas of importance; 
1. Obtaining Capital 
2. Determining equity shares 
Obtaining Capital: 
Obtaining capital for the start-up of the company is essential. As the company is still sitting 
at a planning stage there are two main costs that are required for the business to progress. The 
first in the cost of paying the director for the time required in the planning stage. There is a 
current agreement between the directors that for efforts in the planning stage equity in the 
company shall be offer rather than payment for time. The second cost to the company is the cost 
of resource consent. In an interview with a potential investor it was stated that without 
resource consent it is ‘unlikely or even impossible to convince investors without a location 
locked in’. As stated earlier the cost of resource consent can be upward of NZ$80,000.  
To reduce this and mitigate the early risk it is important for the team at Euphoria to seek 
advice from the appropriate people and dedicate a large proportion of the planning time 
to the resource consent process. 
Determining equity shares: 
When it comes to investment within the company the two directors, Todd Rabbitt and Matthew 
Bowie can offer a very small amount of start-up capital. 
The five areas of importance when determining the equity share within a company are as 
follows (Zwilling, 2012); 
 Experience running a start-up business 
 Domain expertise and connections 
Topic: Financials Item: 
2.2 
Action:  Informational  Discussion  Decision 
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 Pre-existing intellectual property 
 Sacrifice and time commitment 
 Funding 
Of these areas the directors can only be judged on the point of sacrifice and time commitment. 
The other four areas are essential to the success of the company. This leaves the shareholders 
with two options; 
1. Pre-finance share offering to company mentors 
Currently the team at Euphoria Wake Park have a number of mentors from the business sector. 
Offering shares for their assistance would create a much stronger team. This would reduce the 
overall equity share of the two directors but improve the skill set within the company 
2. Seek investment from business expert 
Seeking investment from industry experts that would be willing to assist in the operations 
would improve the company’s opportunities and skill set.  
Gaining extra skills through either offering equity to the current mentors or looking for 
investors with the skill sets required will dramatically improve the company’s 
opportunities. It is important to determine the equity share of the directors prior to any 
investment in the company. This will reduce conflicts later on in the business 
relationship. 
 
2.3 OBTAINING A SUSTAINABLE COMPETITIVE ADVANTAGE 
 
Euphoria Wake Park aims to be the first cable park in Auckland with the overarching goal of 
being the first in the country. The major criteria for a successful competitive advantage are as 
follows: 
1. Unique concept 
Euphoria will be the first cable park in New Zealand 
but this is not the first time in the world. Euphoria 
Wake Park will bring a unique offering to the 
recreational industry in Auckland. At this point in 
time there is no similar offering in this sector. The 
closest experience to a cable park in Auckland is the 
traditional method of wakeboarding (the boat towed 
method). There are a number of problems with the 
traditional method; through some initial market 
research the following barriers were found this is 
shown in Figure 1.  
Topic: Competitive Advantage for Euphoria Wake Park Item: 
2.3 
Action:  Informational  Discussion  Decision 




FIGURE 9 - BARRIERS TO ENTRY IN TRADITIONAL 
WAKEBOARDING 
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Starting a cable wakeboarding park in Auckland will be a unique offering to the city and 
the recreational activity industry. 
2. Difficult to replicate 
Having no protection from replicating is a major threat to the company. The 
implementation of a cable park into the New Zealand market is not protectable in any way. This 
means that the first to market gain the right to the market space.  
The biggest method of mitigation for Euphoria Wake Park is to be the first to market and gain 
the first-mover advantage (FMA). In saying this, the FMA historically has not always been the 
key to a success in a company (Robles, 2011).  
Through critical analysis of the market, customers and competition in the area combined with a 
well thought out implementation and operations plan Euphoria has the potential to succeed 
without being the first to market. Learning from the mistakes of others could seriously 
advantage a new company especially considering the team is very inexperienced. There could 
be an opportunity to get real market data that matches the New Zealand economy rather than 
the international market. This has been a proven successful method in the past (Tozzi, 2009). 
3. Superior to competition 
As mentioned earlier Euphoria Wake Park aims to be the first full scale cable park in New 
Zealand. This means that there is limited direct competition, especially in Auckland. In New 
Zealand as a whole there a two small scale cable parks, one is located 129km north of Auckland 
and one in south of Ashburton. These parks create no direct competition as Euphoria is planned 
for within 20km of the Auckland CBD. 
Within Auckland there are indirect competitors, this includes those activities such as Snow 
Planet and Rainbows end. Anything that could potentially take customers away from Euphoria 
can be seen as a competitor.  
To gain a sustainable competitive advantage it is important that Euphoria Wake Park 
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3. EMERGING TRENDS IN THE INDUSTRY 
Summary of emerging trends and issues: 
# 
Emerging Trends and 
Issues 
Time Frame Driver Pros Cons 




















2 Improving New Zealand 
economy and business 
space 
On-going New Zealand 
identified as a 
safe country for 
business 
New Zealand is 


























3.1 GROWTH IN THE INDUSTRY (INTERNATIONAL) 
There are currently 415 cable parks around the world and the number continues to grow 
(IWWF, 2012). Figure 2 shows the growth and predicted growth by the IWWF (International 
Water ski and Wakeboard Federation) of cable wake boarding dating back as far as the 











FIGURE 10 - GROWTH AND PREDICTED GROWTH IN CABLE WAKE BOARDING INTERNATIONALLY 
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Currently the IWWF are tendering to be a part of the 2020 Olympic Games (IWWF, 2012). This 
would dramatically change the cable wakeboarding industry. At this point in time there are 
rumours or plans in motion for cable parks in the following area; 
 Wellington, Aotea Wake Park, (Dando, 2012). 
 Napier, Cable Ski Park (Joyce, 2012). 
 Christchurch (rumoured). 
 Hampton Downs (rumoured). 
 Auckland (rumoured).  
All rumoured cable parks have come from an interview with Paul Marlow, the Rixen Cable Ways 
representative. The biggest threat to Euphoria is the rumour of a cable park starting in 
Auckland first. In saying this there are also a number of associated positives. There is the 
ability to from the competition mistakes in the start-up and also a similar resource consent 
process could be followed and improved on. 
Within New Zealand there have been talks about starting cable parks in different areas. This 
would come as a double edge sword. The increase in awareness would promote others to join 
the booming industry creating competition for Euphoria Wake Park. This increase in awareness 
of the sport in general and entice customers to try it out.  
3.2 NEW ZEALAND’S BUSINESS ENVIRONMENT 
The state of New Zealand’s business environment has major impacts on a new company like 
Euphoria Wake Park. Overall New Zealand is seen as a great place to start business in fact, New 
Zealand currently sits in the top position for the best place to do business (Badenhausen, 2012).  
3.3 PESTLE ANALYSIS 
The PESTLE analysis covers the important areas that should be investigated for a specific 
industry. This includes political, economic, social, technological, legal and environmental 
aspects. Within the recreational activities industry within New Zealand these areas have been 
investigated below. 
Political 
New Zealand sits in a very stable political environment. There are no major issues by the within 
the politics of New Zealand that would have any effect on the opening on the first cable park in 
New Zealand this is not an area where the board of Euphoria Wake Park need to consider. 
Economic 
The economy in New Zealand is currently very strong. The GDP of New Zealand current sits at 
NZ$162 Billion, the GDP per capita, NZ$39,300 and the public debt as percentage of GDP sit at 
approximately 38% (Google, 2012).  
Bringing a cable park to New Zealand would create a positive effect on the economic 
environment. This is due to the addition of a cable park adding to the spread of tourism 
activities within the city of Auckland. Currently approximately 1.4 million tourists pass through 
Auckland each year (NewZealandA-Z, 2011). Not only will this add to the already booming 
73 | P a g e  
 
tourist market, Euphoria has the opportunity to take advantage of the 1.4 million potential 
customers each year. 
Social 
There are a number of social impacts that come from bringing a new sport to the country. One 
very important social view is that with the introduction of a new sporting activity within the city 
of Auckland would be the positive health impacts.  
Technological 
As the technology sector is well covered in terms of cable wake parks safety and ability there is 
little to no technical impacts that Euphoria need to consider. 
Legal 
The legal standing within New Zealand would have the strongest impact on starting a new 
business in New Zealand. This is especially relevant for cable parks as there is a requirement to 
put a significantly large piece of machinery on to an existing piece of land. The resource 
management act (RMA) 1991, in the controlling legalisation to protect the life-supporting 
capability of air, water and soil as well as avoiding any adverse effects on the natural 
environment (Office, 1991). It is important to respect the RMA when considering starting a 
cable park in an existing water base. Euphoria Wake Park will be working closely with 
Resource Consent Auckland Ltd. and the local council to make sure that all legal 
requirements, especially regarding the RMA are adhered to. 
The other major consideration that Euphoria must keep in mind is the respect of the treaty of 
Waitangi and Maori land rights. In the past there have been a number of cases where the local 
Whakepapa have had a strong opposition to the creation of any new business on Maori land. A 
strong example of this was the opposition of a new dam in the hawk’s bay; several Maori parties 
opposed the venture (Sharpe, 2012). Euphoria Wake Park must work closely with the most 
relative iwi when considering the final location of the cable wake park. Having the local 
iwi on side with an income project has a very strong pull when it comes to resource 
consent. 
Environmental 
New Zealand prides itself on the clear and pure environment. As mentioned earlier the 
Resource Management Act (RMA) is the overarching piece of legalisation for the protection of 
the environment and its resources. Euphoria Wake Park must aim to in an environmentally 
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4. CONCLUSION 
Euphoria Wake Park Ltd has a number of important critical success factors that needs to be 
considered. In order to progress the following main point should be taken into consideration; 
 Work with experts in the area of resource consent to reduce the risk and cost 
associated with the process 
 Prior to seeking investment in the company, resource consent should be complete 
and a the full set of skills required for starting a business should be covered by the 
existing shareholders 
 To reduce conflict directors must seriously consider and discuss the equity 
breakdown of the two directors 
 Euphoria Wake Park should aim to be first to market; if this is not the case a 
delayed approach to starting the business should be taken. This will give a chance 
for the inexperience team to learn from the mistakes of competition. 
Within the industry there three main considerations for Euphoria Wake Park, these are as 
follow; 
 The cable wake boarding industry is booming, it is important for Euphoria to take 
advantage of this as there is an opportunity to grab a large market share of a 
growing market. 
 The New Zealand economy is sitting at a reasonably strong position and has been 
identified as a very suitable place for business. Euphoria Wake Park should 
continue to monitor the NZ economy in the unlike case of a dramatic economic 
down turn. 
 There are a number of legal requirements and issues that the team a Euphoria 
Wake Park need to take extra care around in order for the company to success. 
o Work with the RMA to reduce costs around resource consent and, 
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1. 0 INTITAL SURVEY RESULTS –  SUMMARY OF RESULTS 
Barriers to entry: 
 
 38% Cost 
 62% Accessibility 
 22% Inexperience 
 
General Comments: 
"How long is the season? No experience but would like to try and then judge whether purchased 
a pass" 
"Little bit of waterskiing" 
"Would definitely use one" 
"Parents own a boat and regularly go out in the summer time" 
"Tried in Asia and enjoyed it. Would dabble again but no season pass" 
"Parents own boat and do skiing/ wakeboarding with friends/would use park if in area though" 
"Own a boat and head out regularly in Summer with kids" 
"My Kids and Hubby love it but not so much for me" 
"Afraid of Deep/Dirty water, been cable wakeboard park at age 12 in Germany” 
"Too Busy with school and other sports, do with parents in summer though" 
"Have seen in Europe, might try it. " 




Barriers to Towed Water Sports 
FIGURE 1 - BARRIERS TO ENTRY 
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"Would love one in Auckland" 
"If there was one in central Auckland would try it out and then get season pass if it was 
enjoyable" 
"Think it would be fun!" 
"Go with our family friends boating sometimes" 































The results from the initial survey are shown on the following page. 
 
 




Rate the following between 0 and 10, 0 being low and 10 high: 
 
4. Wakeboarding experience (0 – 10): 
5. Water skiing experience (0 – 10): 
6. Cable park experience (0 – 10): 
7. Likelihood of using a cable park if it was in your area (1 – 10): 
 
8. Which of the following barriers stop you from doing towed water 
sports? 
a. Cost 
b. Experience Level 
c. Access to boat 
d. No Interest 
e. Other:______________ 
 
9. Explain your experience with water sport and if any cable water 
sports? 
10. If you attended to use a cable park how much would you pay? 
a. 1hr pass 
b. Day pass  
 
11. Would you consider a season pass (yes/no)? 
12. If so how much would you pay?  
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Likelihood of using a cable park in 
your area What Barriers stop you? Price/hr Price/day   Price/season pass 
1 Tom Horrocks 23 Student 0 0 0 8 Experience level  $                     30.00   $                     60.00  N   
2 Max Millen 23 Student 4 8 0 10 Access and cost  $                     20.00   $                     70.00  N  $                                  500.00  
3 Tim Nelson-Parker 23 Student 5 0 2 8 Cost  $                      15.00   $                     40.00  N   
4 Ben Helm 23 Student 0 0 0 7 Experience level  $                     30.00   $                     50.00  N   
5 Keziah George 21 Student 4 7 0 8 Access  $                     25.00   $                     70.00  N   
6 Lucy Holland 23 Student 0 0 0 5 Access  $                     35.00   $                     60.00  N   
7 Louise Daprani 23 Student 0 0 0 3 Experience level  $                     30.00   $                     55.00  N   
8 Ashlee Enoka 23 Student 5 2 0 8 Cost, Access  $                     20.00   $                     50.00  N   
9 
Courteney 
Johnston 22 Student 0 8 0 6 Access, cost  $                     40.00   $                   100.00  N   
10 Tom Harding 23 Student 0 0 0 8 Cost, Access  $                     30.00   $                     60.00  N   
11 James Moore 22 Student 0 5 0 3 Experience level  $                     30.00   $                     80.00  N   
12 Tom Beaumont 22 Student 2 10 0 10 Cost  $                     20.00   $                   100.00  Y  $                                  600.00  
13 Sam Brick  22 Student 7 6 0 10 Access  $                     25.00   $                     80.00  Y  $                                  300.00  
14 Jimmy Hunter 22 Student 10 10 3 10 Conditons  $                     25.00   $                     60.00  Y  $                                   150.00  
15 Sam Nancarrow 26 Student 5 0 0 10 Cost and Temp  $                     25.00   $                     50.00  Y  $                                  250.00  
16 Ben Grapes 22 Student 2 0 0 10 Access  $                     25.00   $                     60.00  Y  $                                  300.00  
17 Anna Porter 21 Student 0 0 0 10 Access, cost  $                     40.00   $                   100.00  Y   
18 Carly Gin 18 Student 0 0 0 3 
No Iinterest, access, 
experience  $                      15.00   $                     30.00  N  $                                  500.00  
19 Leah Murray 21 Student 7 7 5 9    $                     35.00   $                     70.00  Y  $                                  900.00  
20 Ros Cronk 28 Tourism Operator 3 0 0 4 Access, No interest 
 
  N  $                                  300.00  
21 Dan Rosichuk 19 Pizza Boy 1 4 0 9 Experience level, cost $                     35.00   $                     60.00  Y  $                                  900.00  
22 Simon Bowie 22 Ski Lifty 0 3 0 8 Access  $                      15.00   $                     70.00  Y  $                                  700.00  
23 Sarah Jefferyes 26 Labourer 0 0 0 9 Cost, Access  $                     25.00   $                     45.00  Y  $                                  500.00  
24 Jock Mugford 23 Auto Electrician 2 4 0 10    $                     35.00   $                     60.00  Y  $                                  700.00  
25 Nathaniel Claridge 23 
Graduate 
Engineer 0 0 0 3 Experience level  $                     30.00   $                     70.00  N   
26 Becky Oliver 25 Marketer 6 3 0 4 Access  $                     35.00   $                     60.00  N  $                                  300.00  
27 Anna Wetherall 24 PE Teacher 4 0 0 5 Access  $                     25.00   $                     60.00  N  $                                  300.00  
28 Liveta (Tourist) 20 Hotel Porter 0 0 0 7 Acess, cost, experience  $                      15.00   $                     30.00  N  $                                  200.00  
29 John Appleby 58 Solicitor  3 3 3 7 Access  $                     35.00   $                     70.00  N  $                                  700.00  
30 Max Simpson 8 School 5 5 0 10 Access  $                     25.00   $                     30.00  Y  $                                  200.00  
31 
Harry Nunns 
(Tourist) 20 Graduate 5 5 0 8 Access  $                      15.00   $                     45.00  Y  $                                  500.00  
32 Xiuling (Tourist) 22 Teacher 0 0 0 9 Experience, Access  $                      15.00   $                     45.00  N  $                                  500.00  
33 Alastair Wood 53 
Property 
Consultant 8 3 2 7    $                     35.00   $                     70.00  Y  $                                  900.00  
34 Diane De Haan 52 Administration 5 0 0 3 No interest  $                     25.00   $                     45.00  N  $                                  500.00  
35 Connor Simmonds 23 Accountant 0 0 0 6 Experience level  $                     35.00   $                     60.00  N   
36 Viktor (Tourist) 28 Unemployed 1 1 2 1 Cost, Access, no interest  $                     25.00   $                     60.00  Y  $                                  500.00  
37 Ben Bowie 15 School 6 0 0 5 Time  $                      15.00   $                     70.00  N  $                                  500.00  
38 Sofia (Tourist) 27 Unemployed 0 0 0 3 Cost, Access, no interest  $                      15.00   $                     70.00  Y  $                                  700.00  
39 Scott Higgins 25 Salesman 0 0 0 9 Access  $                     35.00   $                     70.00  N  $                                  700.00  
40 Lloyd Clark 23 
Property 
Manager 0 0 0 9 Access  $                     35.00   $                     60.00  Y  $                                  700.00  
41 Josh Van Lier 23 Biologist 6 6 0 10 Cost and access  $                     25.00   $                     60.00  N  $                                  400.00  
42 Tim Grenfell 30 
Property 
Manager 4 0 0 7 Access  $                     35.00   $                     45.00  Y  $                                  900.00  
43 Sam Davis 5 School 0 3 0 8 Access, cost  $                      15.00   $                     45.00  N  $                                  500.00  
44 David McCleland  15 School 3 2 0 10 Access, cost  $                     25.00   $                     60.00  N  $                                  300.00  
45 James Eisner 23 Zipline tour Guide 0 0 0 5 Cost, access  $                     25.00   $                      71.00  Y  $                                  900.00  
  Average     2.51 2.33 0.38 7.16    $                     26.48   $                     60.82     $                                  525.00  
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